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SPECIAL EFFECTS 


- 


-TOP VALUE FILMS 
FOR TELEVISION 


WE’RE MAKIN’ MONEY 
FOR OUR CLIENTS! 


An ever-increasing group of national advertisers is learning that 
38 years of Atlas know-how is an important factor in the produc- 


tion of top-value films for television . . . films that produce results. 


Idea conception, creative planning, expert casting, photography, 
animation, recording, processing . . . all under one roof . . . 


provide maximum control and give added assurance of meeting 


your deadlines. 


Your inquiry is invited. 


ATLAS FILM CORPORATION 


(EST. 1913) 


1111 South Boulevard 228 North LaSalle Street 
Oak Park, Illinois Chicago 1, Illinois 


Chicago Telephone: AUstin 7-8620 
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There Is No Substitute 
for Craftsmanship 


MANY TIMES in the last 30 years Caravel has been 
selected to produce films that call for infinite attention 
to detail... 


@ A recent instance was the selection of Caravel to re- 
produce on film the superb artistry of “Contour”—a 
new pattern created by Towle Silversmiths, “with 
craft traditions since 1690.” 


@ We are especially proud of “Design for Today.” It 
is last-word evidence, we think, that whether our as- 
signment is a 30-minute slidefilm in black and white 
or a feature-length motion picture, Caravel craftsmen 
work to a single standard —the very finest in quality 
production. 


@ We shall be happy to show you “Design for Today,” 
with the client's permission, of course, and to point 
up our background of experience with visual proof. 
Whether your problem calls for films to train workers 
... or to train salesmen . . . or to sell goods direct . . . 
or to promote good relations with employees or the 
public there is no substitute for craftsmanship! 


CARAVEL FILMS 


INCORPORATED 


YORK 


TEL. 


CIRCLE 


6110 


& 


“Satisfied with his 
present source, ‘i 9 


MANAGEMENT 
* * STOP REPORTS like these from your Salesmen! 


Your business is different, we agree—and so are the many organizations 
using the AGGRESSIVE SELLING SERIES, which was specifically 
designed for those alerted firms who are ready NOW to revitalize their 


sales activities . . . . retrain their older salesmen . . . and train their 
newer men in advanced techniques for meeting and beating every kind 
of resistance. 


“Aggressive Selling” is a complete sales training program consisting 
of eight sound slidefilms: 


. “The Sleeping Giant” ."Are prospects Really Different?” 
. “Pride In Price” 
. “Human Relations In Selling” 


“Close Isn't Closed” 


1 
2. “By-Passing Sales Resistance” 

3. "The Attitude That Gets Business” 
4.""What Do You Sell?” 


enn 


These films—plus sales meeting material for each film—plus follow up 
letters—furnish training dynamite for a minimum of 21 consecutive 
meetings. This is a permanent training program .. . and the help that 
only YOU can give your salesmen is made easy for YOU and lasting 
for THEM through the use of our visual training aids. 


curoeo fi MISSILES 


6108 SANTA MONICA BLVD. - HOLLYWOOD 38, CALIF. - GRANITE 7131 


These firms are just a few who know that “Aggressive Selling” will 
train men HOW TO SELL — HOW TO GET MORE ORDERS. 


DuPont Hoffman Radio Corp. 
General Electric Co. National Wheel & Rim 
B. F. Goodrich Co. The Austin Co. 


Kraft Cheese Co. 
De Soto Motors 
Rexall Drug Company 
Packard Motors National Brewing 
Quality Bakers of America Prudential Ins. Co. 


Let “Aggressive Selling” increase the effectiveness of YOUR men by 
giving them an understanding of the attitudes and techniques that 
apply to all market conditions, whether it be: 


COMPETITIVE SELLING 


Vancouver Sun 
Pacific Tel. & Tel. 
Ford Motor Co. 


or 
ALLOCATION SELLING 


WRITE NOW for details. Arrange a personal showing of these power- 
ful films in your office. 


| BUT wants UR pp STED/" | 
think Z oN 


—says E. B. Peters, supervisor of personnel, The Ohio Oil Co., Terre Haute, Ind. 


R SHOWING industrial films of all types you 
Weiss a projector that brings out every detail— 
gives unobtrusive operation —delivers full, natural 
sound —and will stand up under hard usage. That’s 
why Filmosound is the favorite in industry today! 
Write today for further information and for our 
a new booklet, “Free Film Sources.” 

ight monthly one-hour SINGLE-CASE FILMOSOUND 
The 16mm Single-Case Filmo- 
sound shown here is only one 
also find course. eas operate and eas 

ife! 


Gveranteed for life. During life of the 
product, any defects in work 

or materials will be remedied free (ex- 
cept transportation). 


You buy for life when you buy 


Bell « Howell 


Chicago 45 
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CHICAGO* 
1345 Argyle Street 
-CREDIT...MAN’S CONFIDENCE IN MAN 
DETROIT* 
‘ 4925 Cadieux Rd. 
irtually all commercial credit transactions in America f 
today are predicated on ratings established by Dun & Bradstreet. be CLEVELAND ae 
310 Swetland Bldg. 
Their vast credit reporting organization protects business- F ; 
men by determining the financial integrity of those to whom HOLLYWOOD q : 
credit must be extended. This rating is the accepted standard 5981 Venice Blvd. : 
4 
We are, therefore, proud that when Dun & Bradstreet de- | og 
cided to tell on film the story of “Credit . . . Man’s Confidence i ; é Bet po 
in Man,” they selected Wilding as the producer. Zz 
CINCINNATI 
Arrangements to see this film can be made through any F Enquirer Bldg. “a & 
*Studio Facilities 
Wilding branch office. 


WILDING 


PICTURE PRODUCTIONS, INC. 


ON PICTURES »« SLIDEFILMS « TELEVISION FILMS 
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Feature for Fi cature... 


Other 
Color Duplicating Film 
can match ANSCO Type 238! 


From the very beginning we knew that Ansco 
Type 238 Duplicating Film, once given a chance, 


would prove itself superior. For this reason we kept 
saying, “compare with any film on the market.” 
Results have been astonishing. More and more 
Type 238 is being specified every day. 
_If you haven’t already made a comparison, 
we invite you to do so, today. Authorize your 
laboratory to make up your next order on Ansco 
Type 238 Color Duplicating Film...then see why we 
say it is the finest, all-around duplicating film obtainable. 


for finer, sharper definition. 


for faithful color reproduction. 


for clear, clean, whiter whites. 


for lifelike, high-fidelity sound. 


fast processing service through 
Pp LUS New York, Chicago and Hollywood. 


BINGHAMTON, NEW YORK. A DIVISION OF GENERAL ANILINE & FILM CORPORATION. 
“FROM RESEARCH TO REALITY.” 
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You see sharp, clear pictures on the screen when your 16mm 
films are shown with the RCA “400” projector. Increased 
screen illumination gives pictures greater brilliance. More 
striking contrasts make screen images sparkle with realism. 


You dear richer, more enjoyable tone. Voice, music and sound 
effects are reproduced with the quality you are.accustomed to 
in movie theatres. 


The RCA “400” projector is easier to thread than any you 
have ever tried. Controls are conveniently located for simpli- 
fied operation. 


7 
RCA NEW “400” JUNIOR is 2 lightweight, easy-to-carry, single- 
case 16mm sound projector of fully professional quality. 
RCA “400” SENIOR provides theatre quality reproduction of 
16mm sound films for larger audiences, auditoriums or 
larger rooms. 


Write Dept. Q-17 for complete details. 


RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT. CAMDEN, 
In Caneda: RCA VICTOR Compony Limited, Montreal 
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brighter 
clearer 
pictures 


New Radiant Wash- 
able Fabric — enables 
you to keep your screen 
surfoce glistening white 
alwoys. Just wipe with 
damp cloth — that's all 
there is to it! 


New Radiant Fiame- 
Proof Fabric — wil! 
not support ao flome 
Gives added protection 
egoinst screen domoge. 
Is the sofest screen you 
con buy! 


New Radiant Glass 
Beaded Screen Sur- 
face—made by eaclu- 
sive Radiant process. 
Millions of tiny glass 
beads reflect light 
insteod of absorbing 
it— giving brighter, 
clearer, sharper pic- 
tures. 


New Radiant Mildew- 
Proof Screen Fabric 
— Exclusive special 
Rodiont fabric protects 
your screen from dis- 
coloration by mildew or 
fungus. Screen stoys 
snowy white for yeors! 


send for free sample 
of this emazing new Radiant screen fabric. See 
how much more brilliont your pictures con be on 
this miracle fabric. Write for it todey — also for 
lotest illustrated brochure on complete line of 
Radiont portable, woll and table screens for all 


Purposes. 


RADIANT MFG. CORPORATION 
1270 S$. Taiman Ave., Chicago &, Iilinois 


PROIECTION SCREENS 


THE of 


EDITORIAL-NOTES AND COMMENTARY 


HERE’s RevivaL Music out of Davenport, 
lowa this month as the rumored return to 
the audio-visual fold of pioneer Sam Rose, 
one of the founding fathers of the Victor Ani- 
matograph Corporation, became factual news. 

Purchase of Victor interests by Mr. Rose and 
a group of associates was announced on May 
22. The business, which was founded in Daven- 
port in 1910, has been operated as a division of 
the Curtiss-Wright Corporation for the past five 
years. As president and treasurer of Victor 
Animatograph Corporation, a newly-formed 
lowa corporation, Mr. Rose will resume active 
management of the business. Headquarters will 
be retained in Davenport and administration, 
sales, and service will continue from there. 

A well-known group of long-time employees 
and executives continues in administrative ca- 
pacities with Horace O. Jones, Eldon Imhoff, 
and A. J. McClelland as vice-presidents, and 
T. M. Arp as secretary. These officers, together 
with Daniel Needham, Carl F. Woods, E. V. 
Babbitt and George M. Friedlander, all of Bos- 
ton, Massachusetts, and George W. Lane, Jr., 
of Lewiston, Maine, will be members of the 
board of directors. 

Victor has sales outlets through 3,000 dealers 
and 75 distributors in the continental U. S. and 
in more than 60 foreign countries. The branch 
sales office in New York City is headed by 


Mr. Jones. 


Industrial Audio-Visual Association 
Joins National Audio-Visual Convention 


* Members of the Industrial Audio-Visual As- 
sociation will join with other commercial and 
educational groups attending the 1951 National 
Audio-Visual Convention in Chicago from July 
26 to 31 at the Hotel Sherman. 

A meeting of IAVA members will be held on 
Monday, July 30. Following the luncheon on 
that day, industrial film executives will visit the 
trade show. Other organizations holding annual 
or special meetings during the Convention pe- 
riod are the Educational Film Library Associa- 
tion, the Film Council of America, the Midwest 
Forum on Audio-Visual Aids, and NAVA, 

An expanded trade show, including all the 
latest in a-v equipment, special devices, films, 
and accessories will fill both the Grand Ballroom 
and the Exhibition Hall at the Sherman for the 
first time in NAVA history. 


idvertising a “Must” for Defense Economy 
Gamble Tells Southwest Agency Executives 
* Advertising is a “Must” for a mobilized 
economy, not only to search out customers for 
the huge amount of goods and services avail- 
able now that production already is greater 
than at the high point of activity in the last 
war, but also to keep intact our distribution 
machinery, Frederic R. Gamble, president of 
the American Association of Advertising Agen- 
cies, told the annual convention of the South- 
western Association of Advertising Agencies. 
Pointing out that the largest plant expan- 


sion ever experienced in America is under way, 
President Gamble recalled that in World War 
II the production of civilian goods and serv- 
ices was virtually doubled while meeting de- 
fense needs, and declared that record can be 
duplicated now. 

Uncertainties make the situation more diffi- 
cult for advertisers today than “the all-out full- 
scale war economy we faced and knew we faced 
in the spring of 1942,” the speaker said, but 
to keep our economy strong there must be 
strategic use of advertising now. He repeated 
the statement of Charles E. Wilson, mobiliza- 
tion chief, that “I have no intention and hope 
it will not be necessary to maintain an economy 
of scarcity.” 


Safety Film Proves Life Saver as Girl 
Remembers Lesson From Recent Picture 

* “My husband and I will be eternally grate- 
ful,” a thankful mother recently wrote after the 
life of her 11 year old daughter was saved by 
seeing a fire safety film produced by the Auto- 
mobile Insurance Company and Standard Fire 
Insurance Company. 

The woman, Mrs. T. H. Moore of Newington, 
Conn., explained that her daughter, Marilyn, 
was among the students who attended the show- 
ing of the companies’ film, Friend or Foe, at the 
North Newington school where she is a 6th 
grade student. 

A few days later while Marilyn was at home, 
she accidentally backed into a lighted gas stove. 
Her flannel shirt burst into flames. Instead of 
screaming and rushing into the living room 
where her parents were seated, she quickly 
wrapped herself in a rug, rolled on the floor and 
smothered the flames. 

When asked by her parents how she happened 
to know the correct action to take, Marilyn re- 
plied that this was the way she had seen a person 
put out a clothing fire in the movie at school. 

The grateful mother wrote to the producers of 
the movie: “By that film my daughter knew 
just what to do. Her quick action helped pre- 
vent more serious burns and may have saved 
her life.” 

Friend or Foe is one of 21 films on loss pre- 
vention subjects offered for free distribution by 
the Etna Life Affiliated Companies as a part 
of their continuous campaign for greater safety 
at home, at work, at play and on the highway. 


GI's View Trainine in broad daylight 
and in the field through this ingenious rear 
projection booth developed by the Training 
Aids Section of the Signal Corps Training 
Center at Camp Gordon, Georgia (U.S. Army). 
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Today pulpwood is a perennial 


crop like wheat, corn or cotton—thanks to 
far-sighted forest management programs. 
The leader in this vital work is the Inter- 
national Paper Company, who annually 


version for International's grow many more trees than they harvest 
employees in Quebec. 


on the timberlands of the United States and 
Canada. To tell this story most effectively 
to International’s employees, stockholders 
and consumers, our studios have produced 
IN PARTNERSHIP WITH NATURE —a dramatized 
documentary color film. 
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For Instant Movability 
and Advanced Design 


“HYDROLLY”’ 


or Camera Dolly) 


Hydraulic lift type for fast up- 
ward and downward motion 
of TV and Motion Picture 
cameras. Lightweight — sturdy 
—easily transported in a sta- 
tion wagon. Fits through a 
28" door. Adjustable leveling 
head. In-line wheels for track 
use. Steering wheel and floor 
locks. 


Any 


16mm or 35mm 
IMMEDIATE DELIVERY 
inati k assembled 


num construction. 


with footage counter. 


to your specifications. Sturdy cast alumi- 
Foot linear type, with 
frame divisions engraved on sprockets. 
Contact rollers adjusted individually for 
positive film contact. Fast fingertip roller 
release, sprocket shaft slip lock. complete 


VARIABLE SPEED MOTOR with TACHOMETER 
for Cine Special Camera and Maurer Camera 


115 V. Universal Motor—AC-DC 
Variable Speed 8-64 Frames 
Separate Base for Cine Special 
Adapter for Maurer Camera 


INTERCHANGEABLE MOTORS: 

12 Volt DC Variable Speed 8-64 Frames. 

115 Volt AC 60 Cycle, Synchronous Motor, 
Single Phase. 


Animation Motors for Cine Special, Maurer, B & 
H, Mitchell Cameras, Motors for Bolex and Filmo 
Cameras, and Time Lapse Equipment. 


e LENS COATING 
STOP CALIBRATION 


@ DESIGNING and MANUFACTURING | 


of lens mountings and camera equipment 


for 16mm and 35mm cameras. 


e BAUSCH & LOMB “BALTAR" | 


LENSES and others for Motion Picture and 
TV Cameras. 


@ RENTALS — SALES — REPAIRS: 
Mitchell, Eyemo, Bell & Howell, Wall, Cine 


Special Cameras. 
Write for full information and prices 


NATIONAL CINE EQUIPMENT, Inc. 


20 WEST 22nd STREET NEW YORK 10, N. Y. 
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Society of Motion Picture and Television Engineers 
Holds 69th Semi-Annual Convention in New York 


* Fourteen sessions were necessary 
for the presentation of the 60 tech- 
nical reports and the discussions of 
new developments in the fields at 
the 69th semiannual convention of 
the Society of Motion Picture and 
Television Engineers, which opened 
April 30 at the Hotel Statler in New 
York and closed on May 4. 
Symposiums of screen viewing 
factors and film projection were of 
special interest, as concurrent meet- 
ings took up the new techniques, 
equipment, and applications, all in 
the field of high-speed photography. 


Session On SCREEN VIEWING 

At the screen viewing session on 
Wednesday forenoon, the speakers 
were Kenneth Shaftan of J. A. 
Maurer, Inc., on progress in photo- 
graphic instrumentation, J. W. 
Beams and J. M. Watkins, Univer- 
sity of Virginia, on a high constant- 
speed rotating mirror; W. L. Hicks 
and R. L. Wright of Burroughs 
Adding Machine Co. on application 
of high-speed photography in busi- 
ness machines, and Maj. R. V. 
Bernier of the Air Force on three- 
dimension. 


The Wednesday afternoon ses- 


| sion, on high-speed projection, 


brought discussion of the use of 
image phototube as a high-speed 
camera shutter, by Alsede W. Ho- 
gan, Naval Ordnance Laboratory, 
Silver Spring, Md.;  cinefluorog- 
raphy, by S. A. Weinberg, J. 5S. 
Watson, Jr., M.D., and G. H. Ram- 
sey, M.D., University of Rochester; 
and simultaneous high-speed arc 
photography and data recording 
with the l6mm Fastax camera, by 
Eugene L. Perrine and Nelson W. 
Rodelius, Armour Research Foun- 
dation. 


Macnetic Recorpinc PRrocress 

Magnetic recording had the floor 
Friday morning, with papers on 
tape transport theory-speed control, 
by J. R. Montgomery; special tech- 
niques, George Lewin of the Signal 
Corps Photographic Center; syn- 


chronous quarter-inch magnetic 
tape, also by Lewin; synchronous 
sound track recording, by Went- 
worth D. Fling, Fairchild Recording 
Equipment Corp.; push-pull direct- 
positive recording, Leslie I. Carey 
and Frank Moran of Universal- 
International; and ferrite materials 
for magnetic heads, by Robert Herr, 
Minnesota Mining and Manufactur- 
ing Co. 

On Friday afternoon the magnetic 
recording discussion continued with 
papers by W. W. Wetzel, B. F. Mur- 
phey and Robert Herr, all of Min- 
nesota Mining, on high-frequency 
bias; George W. Colburn, editing; 
H. E. Roys of the RCA Victor Di- 
vision, edge-coated 16mm _ films; 
and James A. Larsen of Academy 
Films, improved Kodachrome sound 
quality with supersonic bias tech- 
nique. 

Fim Projection SYMPOSIUM 

At the film projection symposium 
on Thursday afternoon the topics 
and authors were: Influence of color 
of surround on hue and satura- 
tion, David L. MacAdams of Ko- 
dak; low photopic brightness, 
S. D. S. Spragg, University of 
Rochester; temperature-sensitive 
phosphors for evaluating air jets, 
F. J. Kolb, Jr., and F. Urbach, 
Kodak; an instrument to measure 
total light output at the lens, G. Gag- 
liardi and A. T. Williams; the 
effect of forced air cooling on car- 
bon ares, Clarence Ashcraft; and 
(CONTINUED ON PAGE 44) 


AUDIO-VISUAL 
| PUBLIC RELATIONS SPECIALIST 
| Broad B kground: Training and Ex- 
perience in Production, Administra- 
tion, Instruction, Lecturing. A.B., MS. 
| Visual Communications. 
Box 5A 
BUSINESS SCREEN 
150 E. Superior St. 
Chicago 11, Ill. 


You should own the McGraw-Hill book 
FILMS IN BUSINESS AND INDUSTRY 
b 


HENRY CLAY GIPSON 


President of 


Order your copy from FILMFAX PRODUCTIONS, 10 East 43rd St., New York 17, N.Y. 


FILMFAX PRODUCTIONS 


Filmfax produces motion pictures and slide- 
films for all business purposes but special- 
izes (with a production background of over 
200 titles) in color filmstrips for use in 
education. 
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MUSIC INSTRUCTION 
Practice really counts when 
students can listen to their 
own performances. ideal 
for school band and orches- 
tra, choral groups, individ- 
val musicians. 


STENOGRAPHY PRACTICE 
Corefully timed dictation 
exercises may be recorded 
once, used over and over 
again. Free the teacher for 
individval instruction. 


One of the most important educational 
innovations of recent years is the ever-growing 
use of the Revere Recorder. Teachers and school 
principals call it “the most versatile teaching 
tool a modern school can own” because almost 
every class benefits from it! 

Learning is faster and more efficient when 
students can hear true-as-life recordings of their 
own and their classmates’ voices. They detect 
and correct mistakes more readily, learn more 
thoroughly because the work is more enjoyable! 
In addition, Revere pays for itself many times 
over in valuable teaching time saved. 

Professional in every respect, yet amazingly 
low priced, the Revere Recorder is the ideal 
choice for YOUR school! Your Revere dealer 
will be happy to arrange a free demonstration, 
or write direct for complete information. 


life-like fidelity and clarity @ Full hour's 
listening on every reel @ Erasable, re- 
usable tape—may be cut and spliced 
with scissors and Scotch Tape @ Simplified 
controls @ Smart, lightweight, luggage- 
style carrying case with detachable cover. 


Revere 


TAPE RECORDER 


REVERE CAMERA COMPANY CHICAGO 16 


FOR EVERY MODERN SCHOOL [im 


FOREIGN LANGUAGES 
Proper accent and inflection: 
ore best obtained when 
students hear their own 
voices, ond compere their 
own recordings with those of 
expert linguists. 


SPEECH CLASSES 

A Revere Recorder helps im- 
prove diction and voice of 
all students. Those with 
speech impediments show 
remarkable progress. 


MODEL T-100 
With microphone, radio at- 
tachment cord, 2 reels lone 
with tape), carrying case. ... 


$1695° 


REVERE 16mm 

SOUND MOVIE PROJECTOR 

Shows educational films at their best. 
Bright, clear screen image and finest 
“Theatre Tone” sound. For silent movies, 
too. Extremely simple to set up and op- 
erate. Slipover case holds accessories, 
doubles as a speaker. Complete unit 
weighs only 33 lbs. $29950 
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Color is not only our business at Houston 
Color Film Laboratories, but an exacting 
science and a fine art. The very finest, modern 
equipment is used to assure absolute control 
during every stage of developing and printing, 
thereby reproducing true “living” colors. 
Houston technicians are color experts with a 
wealth of experience and know-how that 

is unmatched in all the world. Try Houston 
on your next job and see the difference. 


Developing and Printing 35MM color film 
Duplicating prints on 35MM color film 
Processing 16MM color film 

35MM color film strips and slide films 


H Oo US TON Color Film Laboratories, Inc. 


230 W. Olive St., Burbank, Calif. * CH. 0-8188 


Fast, Immediate Service * Processing Color Film Exclusively 


World's largest processors of 35MM Ansco Color Film 


REPORT ALL NEW TECHNICAL AND TRAINING FILMS TO BUSINESS SCREEN 


* A complete registry of all existing technical and 
training motion pictures produced by and for busi- 
ness and industrial purposes is maintained by the 
Editors of Business Screen. Please notify us of 


any new pictures completed, whether for internal 
or external use, so this listing can be maintained 
for the benefit of all. Address all notices to: Index 
of Training Films, 150 E. Superior, Chicago 11, Ill. 


Film Sells Manufacturer a 
Million-Dollar Plant Site 


* A dramatic instance of the 
potency of film turned up in 
Canada not long ago. Accord- 
ing to Mr. K. L. Markon, vice- 
president of THe Monarcu 
Knitting Company, his com- 
pany had been looking for a 
location to build a new plant, 
investigated some fifty differ- 
ent towns and the labor, land 
and housing conditions in each. 
During the search, someone 
showed company officials a film, 
On To Fortune, sponsored by 
the Central Mortgage & Hous- 
ing Corp. and produced by 
CrawLey Fitms, both of Ot- 
tawa. The picture told very con- 
vincingly the advantages of 
Ajax, Ontario, a fully planned 
industrial community near To- 
ronto. 

Upshot: Monarch went into 
the situation in detail, liked the 
set-up and plans to invest a 
million dollars in land, build- 
ings and equipment at Ajax. 
Mr. Markon states that On To 
Fortune was a substantial fac- 
tor in persuading the company 
to make the investment. 


National Sugar’s Ad Story 


THe Nationa Sucar Re- 
FINING CoMPANY has taken to 
film to explain to its jobbers 
why advertising promotion is 
switching from heavy newspa- 
per schedules to television in 
most of the company’s sales 
areas. 

National Sugar believes that 
with television in ten million 
homes and particularly strong 
in the east where the company’s 
Jack Frost brand is a heavy 
seller, its messages, recipes and 
premium offers will score heav- 
ily in the new campaign. 

Cinerrects, Inc. produced 
the 5-minute sales promotion 
message through Young & Rubi- 
cam. 


Sears Films in Production 


* Marcu or Time is shooting 
two films for Sears Roesuck 
& Company. Studio scenes are 
being photographed at Motion 
Picture Stages, Inc., New York. 


Maggini K & E Vice-President 
* Donatp J. Maccint, who 
joined Kenyon & EckHarprt, 
Inc., New York in 1944, has 


| been named vice-president. For- 
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merly associated with publica- 
tions, he developed K & E’s 
Motion Picture Department. 
Mr. Maggini was on Movie 
Maker's N. Y. staff. 
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... the “right 
producer.. 
How do you select the right producer for 
e your film problem? 


if you judge by his experience 
Pathescope has been producing films since 
1914. 


if you judge by what he has produced 
Pathescope has produced the finest motion 
pictures and filmstrips of all types for Amer- 
ica’s top companies. 


if you judge by his clients 

Pathescope has many ; these are a few served 
repeatedly over the past two years : American 
Telephone & Telegraph Company, Westing- 
house Electric Corporation, RCA-Victor, The 
Coca-Cola Company, General Foods Cor- 
poration, General Electric Company, U. S. 
State Dept., Standard Oil Company of New 
Jersey, McGraw-Hill Book Company. 


If you judge by his accomplishments 
Pathescope’s ideas and techniques have led 


many trends. Our latest development is 


PATHESCOPE’S ARTWORK 
REARVIEW PROJECTOR 


Designed and built in our studio for maxi- 
mum production effectiveness at lower 
costs. To see how it was used for A.T. & T. 
and The Coca-Cola Company, call Plaza 
7-5200. 


PATHESCOPE PRODUCTIONS 


The Pathescope Company of America, Inc. 


580 Fifth Avenue. New York City 19, W. Y. 


PLAZA 7-5200 
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Capture your audience from the first frame... 
The new Kodascope /gcant- Sound Projector 


Sound movies are a potent tool for sales, training, 
and education—a wonderful entertainment medium. 
The Kodascope Pageant Sound Projector provides 
the realism in sight and sound that means convinc- 
ing performances every time with 16mm. movies. 

An improved optical system gives unusual pro- 
jection brilliance. Pictures are sharp and clear from 
corner to corner. And the Pageant’s unique audio 
system and “sound focusing” control assure clear, 


authentic tones at all volume levels. 

Easy to thread and operate, the Kodascope Pag- 
eant, complete with speaker in a single case, weighs 
only 33 pounds. Rugged construction and perma- 
nent lubrication mean years of trouble-free service. 
Price—$375. See it at your dealer's, or write for the 
informative free booklet, “The Kodascope Pageant 
Sound Projector.” Eastman Kodak Company, 
Rochester 4, N. Y. 


Price subject to change without notice. Consult your dealer. 


AN IMPORTANT TOOL FOR BUSINESS AND INDUSTRY 


FOR TRAINING your employees or salesmen. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


FOR SALES and PROMOTION—to show prospects how your 
product is made, how it works, the benefits of its use. 


FOR EDUCATION and ENTERTAINMENT—in factories, schools, 
churches, stores, or homes. 


Also shows silent films, and has connection for microphone or 
record player. 


demonstrate, train, dramatize, sell 
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Please sendme | your folder ‘‘The Kodascope Pageant Sound Projector'’ ; 
() arrange a showing of your special Kodascope Pageant Sound Projec- 
tor demonstration film. 
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STEPS TO 
GREATER 
STEREO 
ENJOYMENT! 


w them in 
ve 


Vib 


ndard 
1265 Viewer 


} BRUMBERGER SALES CORP. Dept. 85-6 
34 Thirty-fourth St., Brooklyn 32, N. Y 
Please rush FREE stereo cutting and mounting 
instructions. Also send FREE new catalog of 
stereo, slide, movie and darkroom accessories. 


Westincnouse T.V. Firm folks above are 
J. Gilbert Baird, sales promotion manager, 
Westinghouse Electric Corporation of Mans- 
field, Ohio; Betty Furness, film and video star 
featured on “Studio One” ; and (right) Guy V. 
Thayer, Jr., Roland Reed Productions, Holly- 


wood (see notes below). 


Right Off the Reel 


OU HEAR A LOT about the headaches 

and tribulations of t.v. commercials around 

the studios these days so its particularly 
refreshing to hear some of the success stories. 
One of these is certainly that of Westinghouse 
which has had a heavy demand for its series of 
34 film spots from retailers for use on local t.v. 
stations. J. Gilbert Baird, sales promotion man- 
ager of Westinghouse at Mansfield, Ohio, had 
these produced by Roland Reed Productions of 
Hollywood, with production arranged in New 
York City. 

Betty Furness is featured in a good many of 
these spots and the blonde film star has become 
a video favorite, both with the audiences and 
the dealer family. Paul Brenson, the announcer 
on Westinghouse Studio One program, does the 
20-second “chain” breaks. There are 6 spots 
on Westinghouse refrigerators; 6 on laundry 
equipment; 4 each on ranges and roasters; 10 
on vacuum cleaners; and 4 on Westinghouse 
fans. It all adds up to a lot of selling and re- 
tailers’ acceptance indicates that’s just what it is. 

There’s a good story on the other Westing- 
house films due in these pages next month. 
We've been filling in the lines and think it makes 
a top-rank story of both public relations and 
technical film production. 


Film Programs “Do” or “Die” in the Field 
and Here Are Some of the Reasons 

* The big opportunity for film programs is in 
the field organizations of national manufac- 
turers or distributors. But a lot of them have 
failed to make the grade with regional branches 
and the reasons for these failures are well worth 
checking out for correction. 

Common failure is the equipment breakdown. 
Sound projectors or sound slidefilm equipment 
going into branch offices or dealer salesrooms 
from headquarters are a fairly big responsibil- 
ity. But national companies fight hard for low 
quantity prices and often wipe out any consid- 
eration of local maintenance in the field or local 
instruction on operations and good showman- 
ship. A school boy can operate this equipment 


We Quote From Experience 
“Wherever films are shown in war plants, 
results have been most gratifying. Fre- 
quently absenteeism decreases and produc- 
tion correspondingly rises. As long as the 
war lasts and production problems con- 
tinue, I feel that motion pictures will play 
a vital part in meeting and beating urgently 
needed production schedules.”—Rear Ad- 
miral C. H. Woodward, speaking as Chief 
of Industrial Incentive Division, U. S. 


Navy, in World War II. 


alright but it takes a good service outlet to put 
one back in shape at times. 

But the local a-v dealer, wisely or not, doesn’t 
welcome a service call on an “import” machine. 
All of this could be quickly corrected by a rea- 
sonable service contract-fee arrangement that 
would reward the dealer for honest services 
honestly rendered on “running-in” and main- 
taining branch office equipment entering his 
territory. 

Other common failings are “human” elements 
such as lack of showmanship or interest on the 
part of branch managers; not “selling” the film 
program before its dumped into the field; too 
many trick gadgets and too much detail for an 
already busy and short-handed branch office to 
handle. None of these failings amount to any- 
thing once a branch manager discovers the 
latent powers of the medium—but he shouldn't 
be expected to try until the potential is made 
clear and desirable. 

Which is by way of telling you that we're 
aware of these points and that they will be the 
subject of an exhaustive series in Business 
Screen which will include a national checkup 
on adequate and recognized equipment service 
stations throughout the country. It’s easy to 
talk about successes in the film medium but its 
just as important to talk about shortcomings— 
or at least the shortcomings of those who don’t 
know the rules or don’t understand them. 

* —OHC 


* Angels Wanted: Unless well heeled investors 
willing to take a flyer in “the movie business” 
can be found, look for a flock of amalgamations 
and foldings among NY’s Johnny-come-lately 
films-for-TV producers. 


Freepom Awarp Mepat WINNER shown below 
is Raphael G. Wolff of Hollywood whose film 
“Magic Key” received the coveted medal at 
recent ceremonies on the West Coast. 
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SERVES WORLDS OF USEFUL PURPOSES 


Champion o 


Here's the 31-pound “theatre-in-a-st 
that is DeVry's answer to universal demanc 
from education and industry for a truly port- 
able, yet fully professional, 16mm sound mo- 
tion picture projector. 


Beyond its own direct use in these fields, 
the versatile "DeVrylite" projector is the 
choice of designers and engineers who have 
long sought a basic and unfailing sound and 
picture mechanism with which to create in- 
numerable special devices, audio-visual dem- = 
onstration, selling, testing, and teaching tools. P 


“REPETITIVE IMPACT TEACHING” 
made possible cm the simpitted 
gractical 200-11, Film Magazine con- 
tingads prejection altackmeal develaped 
by Television Asseociutes ord mounted on 
@ 16mm projector. 


PilM CHECKING AMD ASSEMBLY 
by the laboratery ond producer, help- 
ing moke “Brit prints” right the frat 
Nite, the feck cesigned this Bevbte 
Systeme TGmm Projector developed 
Gearge Celbers and 
See ov hasic 


Opening new fields of visual presentation ee 
where weight and size are essential factors, ee 
the “DeVrylite" mechanism delivers stability 
of performance, quality of sound, and brilli- 
ance of picture unequalled at its price any- 
where in the audio-visual field. 


—a complete single-case, portable 
16mm. sound/silent movie projector 
with self-contained amplifier, loud- 
speaker, and small preview screen. 


Operating efficiently on AC or DC, the new simple-to-use 

"DeVrylite” delivers beautifully clear and steady pictures 

—sound of rich tonal quality and true fidelity—for audi- 

ences up to 300. Tested, approved, and purchased by 

ae ay most critical buyers, including the U.S. Armed 
rvices. 


A few features: 750 or 1,000-watt illumination with com- 


PORT OF GALE, 


plete safety to films; 2,000-. reel capacity; motor-driven 
Mery film performances; new improved photo-conductive cell; and 
inputs for microphone and turntable. A demonstration will 
aed Soigh! De convince you: write for full data. 


Crofiemen Whe Meke the Famed DeVry JAN 
(Joint léaen Sound Motion Picture 
Projection Equipment gor Our Armed Services. 


Write lodey for Complete Cate on DeVry 
for industrial Use 


“a £2 ; 
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HOUSTON-FEARLESS PANORAM 
DOLLY... This versatile piece of equip- 


ment provides the cameraman with com- 
plete mobility and adjustment of camera 
angles. Leveling head, upon which friction 
or geared head is mounted, can be quickly, 
smoothly raised from 14” to 70° high, 
remaining level at all times. Entire canti- 
lever arm revolves easily on turret base fast 
or slowly. Dolly rolls smoothly, quietly, 
turns on its own axis or can be moved side- 
ways. Very maneuverable in tight places. 
Steel and aluminum construction provides 
maximum strength and minimum weight. 
Top quality throughout. Developed and im- 
proved during many years use by leading 
Hollywood Studios. 


MOBILITY 


Better Pictures 
HOUSTON-FEARLESS RESEARCH 


COUNCIL CAMERA CRANE... Devel. from Every. 
oped for the Motion Picture Research Coun- 
cil, Inc., and standard of major studios in 
Hollywood and throughout the world. 
Maximum flexibility. Provides lens height 
from 2 to 10 ft. from the floor, full 360 
panning around the crane base, 340° pan- 
ning around the camera axis and 100° up 
and down lift. Camera table has seats for 
operator and assistant, panning hand-wheel 
and adjustable friction-type turret brake. 
Boom is balanced on a center telescoping 
ne with hydraulic lift. Panning and tilt 

rakes are adjustable to any degree of fric- 
tion desired. Entire crane can be turned 
completely around in six foot radius. Will 
pass through doorway 3x6. Motor driven 
by new 5 h.p. DC motor. This is the finest 
of all camera cranes. 


Write for information on specially-built 
equipment for your specific needs. 


H Oo U AY ro N + DEVELOPING MACHINES * COLOR PRINTERS + FRICTION HEADS 
A R L E s COLOR DEVELOPERS DOLLIES TRIPODS PRINTERS CRANES 


11801 W. OLYMPIC BLVD + LOS ANGELES 64, CALIF. 


“WORLD'S LARGEST MANUFACTURER OF MOTION PICTURE PROCESSING EQUIPMENT’ 


A BUSINESS FILM REFERENCE AND RESEARCH LIBRARY AT YOUR SERVICE 

Write today for complete details on the Film Guide _ services have now been improved to meet your needs. 
Library and the Business Film Bookshelf Services | Address: Film Guide Library, Business Screen, 150 
available to subscribers. These economical reference  E. Superior, Chicago 11. Write today—don’t delay! 


Brockway New AAAA Chairman; 
Cunningham, VanSant Honored 


* The American Association of 
Advertising Agencies has named to 
board chairmanship Louis N. 
Brockway, executive vice president 
of Young & Rubicam. 

John P. Cunningham of Cunning- 
ham & Walsh was elected vice chair- 
man. The new secretary-treasurer 
is Wilbur VanSant of VanSant, 
Dugdale & Company. Directors-at- 
large are William R. Baker, Jr., of 
Benton & Bowles; B. C. Duffy of 
Batten, Barten, Durstine & Osborn; 
and E. E. Sylvestre of Knox Reeves 
Advertising, Inc., Minneapolis. 

President Frederic R. Gamble has 
another year in his term of office. 


Engineer Has Big Responsibility 
In Defense, Golden Tells SMPTE 


* The motion picture engineer has 
a large responsibility to both essen- 
tial industry and the rearmament 
program, the SMPTE was told at 
the opening luncheon of the 69th 
semiannual convention in New York 
by Natuan D. Goupen, director of 
the motion picture-photographic 
products division of the National 
Production Authority. Golden’s di- 
vision has the job of providing the 
supplies of motion picture and other 
photographic materials for defense 
and industry. Peter Mole, head of 
the Mole-Richardson company, is 
SMPTE president. 


Cleveland Film Festival June 14 
Will Award “Oscars” in 10 Groups 


* The June 14 Cleveland Film Fes- 
tival, fourth annual event of the 
Cleveland Film Council, will award 
“oscars” to the winners in ten cate- 
gories of 16mm productions. Presi- 
dent Elizabeth Hunady and Chair- 
man Leslie E. Frye announced. May 
25 was the deadline set for entries 
to be listed on the printed program. 

The ten categories and the selec- 
tion committee chairman of each 
are: Sales promotion and public re- 
lations, Prof. Vance Chamberlain; 
civil defense, safety and fire fight- 
ing, Lt. John Berichon; personal 
training, Paul Smith; mental and 
emotional health, Samuel Whit- 
man; travel and recreation, Mildred 
McKay; industrial relations, 
Charles A. McBride; adult educa- 
tion, Mrs. Florence Craig; religion, 
Prof. W. Marlin Butts; cultural 
arts, Ronald Day; and education, 
William E. Kofron. 

For additional information re- 
garding the event, to be held at 
Fenn College, write the Council, 
care of the Cleveland Public Li- 
brary. 

Boston, meanwhile, is holding its 
first Film Festival on May 26 
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Canadian Film Awards Winners 
Congratulated by Mary Pickford 
P * Winners of the Third Annual 
Canadian Film Awards were hon- 
Modern Ss Sta ndards of Performance ored at the presentations April 22nd 
in the Odeon theatre at Ottawa, 
with Mary Pickford, Canada’s fore- 
for Sponsored Film Distribution most contribution to the world of 
the screen, participating in the cere-' 
monies. 
HE BASIC operating principles and services which Modern Talking Picture ad 
Service, Inc., and its 27 regional 16mm film exchanges apply in the distribu- Depression, Canadian National Film 
tion of more than one hundred maj sored fil have devel By 
oped during more than 15 years of experience. Primarily we provide quality and was the CNFB's Apres le Bagne, 
Ron Weyman director. The Quebec 
Government recipient of a special 
award for “excellent photography 
under difficult conditions” was Win- 
Promotion of the film to selected categories of equipped audiences. ter Angling in Comfort, produced 
by Maurice Montgrain. 

Other special awards went to 
The Fight—Science against Can- 
cer, CNFB production directed by 
. Adequate advance notice to the sponsor giving complete audience names, per- Morten Parker and selected for 

son in charge and mailing address of booking arrangements. “proficiency in all elements of film 
art”; Family Tree, CNFB entry in 

the animation field; and Sitzmarks 
. A properly signed report card for each booking. the Spot, comedy produced ‘fer 
Warner Brothers by the Associated 
. A monthly statement itemizing attendance figures for each booking in terms of Screen News, Ltd. 

men, women, boys, girls, and totals. Honorable mention in the non- 
theatrical class was voted to The 


Oyster Man, sponsored by the De- 
. A monthly statement showing total bookings, total showings and total attend- pestnant. of Fisheries and divented 


ances of men, women, boys, and girls, arranged alphabetically by states. Cur- by Julian Biggs of the CNFB. An 


rent, previous and cumulative over-all totals are also reported. amateur film entry of the Univer- 
sity of Toronto Film Society also 


. Special reports of numbers of bookings and attendances in various classes of was given honorable mention. 


D. R. Michener was chairman of 
audiences showing attendance averages for each separate class. ten 


are sponsored by the Canadian As- 
. Periodic reports to the sponsor giving audience reaction. sociation for Adult Education and 
the 50 organizations it represents. 
. Proper care and physical handling to insure maximum life of prints. RCA Custom Records Moves N.Y. 
Office to 630 Fifth Avenue 
Responsibility for print inventories. * RCA Vicror’s Custom Recorp 
Sates Division has moved to new 
‘ flices the 32nd fi f the In- 
‘ Audience confidence in Modern inspired by the excellence of its programs and sacra Ba ; id F sx Meliehiie 
service. Center. Address is 630 Fifth Ave- - 
nue, New York 20. 
. Economy of operation — securing more bookings per print per month — al- Custom agen becom ape a. 
lowing better market coverage with lower capital investment in prints. 
dios, 155 East 24th Street. 
There is no change in the address 
of RCA Victor Custom Record of- 
fices in Chicago and Hollywood. 


precision in each of the following services: 


. Bookings to the exact type of audiences specified by the sponsor. 


These standards and services will increase the effectiveness of your film program whether 


directed to internal, dealer, mass consumer audiences, or other specialized fields — with Chicago Film Moves to New Studios 


proven economies. Specific details about our services are available on your request. * The Cuicaco Fim Stuptos of 
Chicago Film Laboratory, Inc., is 
now quartered in modern new stu- 
dios at 56 East Superior St., Chi- 
| cago 11, Ill. 


Brulatour Announces New Offices 
® New offices and warehouse have 
been opened by J. E. Brulatour, 
Inc., at 6040 No. Pulaski Rd.. Chi- 
cago 30, Ill. 
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PERFECTION 


ROCKEFELLER CENTER * NEW YORK 


April 24, 1952 


Mr, Kern Moyse 

Peerless Film Processing Corporation 
165 West 46th Street 

New York 19, N. Y. 


Dear Sir: 


You may be interested to know of our experience with the Music 
Hall prints of a recent release of RKO-Radio Pictures which 
were processed with Peerless Film Treatment. We used only two 
prints in the three-weeks run, alternating them for our con- 
venience, and they were returned to the company in as good con- 
dition as when received, We did not need two additional prints 
that the company offered us, 


I have realized for many years the value of Peerless treatment 
in eliminating the problems of green film, which take on spe- 
cial importance at the Music Hall because of the strong projec- 
tor light required for the long throw to the screen. The treat- 
ment appears to season and toughen the film and to give added 
lubrication, all of which make for steady, easy projection and 
resistance to scratches, On our large screen, scratches show 


up conspicuously and are very objectionable, Peerless treatment 
saves the film from scratching by rewinding as well as in projec- 
tion, In conclusion, I may say that, in my experience, Peerless- 


treated film has been good for a long run at the Music Hall, 
Very truly yours, 
RADIO CITY MUSIC HALL CORPORATION 
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Here It Is... 


ANew PICT U 


REPHONE 


LESS THAN 13 POUNDS 


By MS Clure 


: Easier portability - Less weight + Less bulk + Lower price 


Up to the minute engineering - Geared for big production 
— any quantity Audience capacity up to 100 100-watt 
SVE projector (150 watts optional) - One speed, 33-1/3 
RPM (three speeds optional) + Plays microgroove and stand- 
ard records up to 16-inch + Sound evenly distributed — every 
syllable easy to understand + No fabric or other sound dead- 
ening substance in front of speaker - The famous Picture- 


phone assembly — the only practical assembly ever devised 
for sound slide-film machines + Projector most conveniently 
located, making pull-cords unnecessary + Image elevated 
without throwing record out of level - An AC machine but 
no immediate damage if plugged into DC + No catch to come 
loose and collapse machine on floor + Controls at your finger 
tips * Easiest to service * Sits flat— no wobble — no tipping 
over — no obstruction of view * Case completely enclosed — 
no zipper bags needed. 


Be sure to ask for full details before 
you buy sound slide-film machines. 


O. J. McCLURE 


TALKING 
PICTURES 


1115% W. Washington Bivd. 
Chicago 7 Canal 6-4914 


FOR FOURTEEN YEARS 


Since 1937 we have made the finest 
sound slide-film equipment on the mar- 
ket. Always abreast of the times, the 
Picturephone has replaced old-style 
machines in numerous instances. 


Carries eight thin records up to 
12-inch, and eight films. Records 
protected against warping, break- 
ing and dirt. Eight films carried 
secure against damage. 


Projects picture up to 72 inches 
wide, but has built-in shadow- 
boxed screen for small audiences. 
A screen without a shadow-box 
is utterly worthless in a partly 
lighted room. 


THE ONLY COMPLETE LINE 
ON THE MARKET 
We manufacture everything from this 
midget machine up to the giant audi- 
torium models. It is our policy to have 
every size and style demanded by the 
expanding needs of sound slide-film. 
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COLUMBIA 
SLIDE GD FILM 


TRANSCRIPTIONS 


CONTINUAL MODERNIZATION 
OF STUDIO EQUIPMENT AND 
FACILITIES 


The Best 
LATEST DEVELOPMENTS IN 
PRESSING MANUFACTURE AND 


UNPARALLELED REPUTATION 
FOR SERVICE 


THE FOREMOST List eS] 
CUSTOMERS IN THE pec 


COLUMBIA TRANSCRIPTIONS, INC. @ 
New York: 799 Seventh Avenue, Circle 5-7300 Trede Marts ond @ Seg Pet, OF Marcus 
Los Angeles: 8723 Alden Drive, BRadshaw 2-5411 . 

Chicago: Wrigley Building, 410 Michigan Avenue, WHitehall 6000 


A DIVISION OF COLUMBIA RECORDS, 
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Special Defense Report 


National Security Industrial Association 


WO nationally-recognized leaders in per- 
sonnel training are urging manufacturers 
to be as much concerned in the present 

crises with training programs as they are with 

problems of materials, plant expansion and re- 
tooling. 

Lieutenant General Robert W. Harper, com- 
manding general, Air Training Command, which 
is now engaged in the greatest known military 
training program in the world, told 300 mem- 
bers of the National Security Industrial Associa- 
tion at their Detroit conference on training that 
“starting from scratch in World War II, fac- 
tory training in the later stages of that con- 
flict attained magnificent heights.” 


“Time Is Our Precious Element” 


“Tremendous progress was made,” Gen. Har- 
per said, “but it required time. And today 
TIME is our precious element as we seek to- 
gether to stop the aggressors in the Kremlin and 
thwart a distorted dogma which has enslaved 
millions of people in Europe and Asia.” 

General Harper shared the NSIA program 
on industrial and military training for defense 
with Jamison Handy, president of The Jam 
Handy Organization. The earlier effective train- 
ing programs are started, warned Handy, the 
better off the United States will be from a pro- 
duction standpoint and from a standpoint of 
military proficiency. 

General Harper as director, Armed Forces 
Division, Office of Military Government, held 
the “hot spot” in the European cold war be- 
fore and during the Berlin Airlift. He said that 
the Air Training Command now has a person- 
nel of nearly 250,000, with about 100,000 stu- 
dents in the various technical training courses. 

Last September, General Harper said, the 
Air Force had 17 stations in the Training 
Command. Today there are 30 across the na- 
tion, with new stations being added regularly 
to permit the Training Command to accomplish 
its mission under the 95-group program. 

Citing an example of training expansion, Gen- 
eral Harper said that the Biloxi, Miss., elec- 
tronics and radar center, which had a person- 
nel of 16,000 a few months ago, now has nearly 
double that number, and is increasing its fa- 
cilities rapidly. 


Urge Early Consideration of Training 


“The more widespread the early considera- 
tion of the equipment in the training aspect 
becomes by manufacturer and the military— 
the designer and the user—the closer we ap- 
proach our full measure of successful mutual 
contribution to the total of our nation’s armed 
strength,” General Harper concluded. 

“M Day may come or it may not come, but 
if it comes it will probably come suddenly,” 
said Handy, whose experience in job training 
covers two World Wars. “It takes time to plan 
a good training operation, no matter what that 
training operation is, and it takes more time 
to get a good training program going. 

“When we run into a manpower shortage 
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Detroit CoNFERENCE DINNER of the National Security Industrial Association at the Hotel Book- 
Cadillac. Speakers were Major General Orval R. Cook, Air Materiel Command and Harry K. Clark, 
executive vice chairman of the Munitions Board. H. F. Vickers, president of Vickers, Inc., pre- 


sided. Charles F. Kettering was toastmaster. 


Time Enough Train? 


INDUSTRIAL AND MILITARY LEADERS MEETING IN DETROIT 
STRESS GRAVE HAZARDS OF LONG DELAY IN SKILL TRAINING 


in production in this country, it’s going to 
come suddenly. We are going to reach the 
point where we find that the supply of trained 
workers has run out—that there isn’t any more. 

“It is a practice in many organizations to 
leave consideration of trained manpower vir- 
tually to the last thing, overlooking, in preoc- 
cupation with problems of plant and problems of 
supply and problems of tooling, that we have 
to have trained manpower. 

“We have had the opportunity to observe 
many successful training programs and many 
unsuccessful programs. But most of those we 
have observed were neither good nor bad— 
they were partly one and partly another. All 
of us know so much more than any one of us. 
We see again and again costly mistakes being 
repeated and we see people working on prob- 
lems which have already been solved by others. 
And so there accumulates a sense of great loss 
because we do not effectually pool our experi- 
ence nor have the opportunity to learn from 
others. 


Greatest Loss Is In Transmission 
“In our view, the greatest economic loss in 
American industry is the evaporation of ex- 
perience, the inefficiency in the transmission of 
instructions, the ‘line drop’ that occurs in the 
voltage and amperage with which great under- 


takings are carried out on the periphery of an 
organization, whether it is engaged in a dis- 
tribution, or a production, or a military opera- 
tion. 

“Under the stress of World War II we 
evolved many effective methods of doing a 
training job faster and doing it at less cost in 
terms of equipment and money. Let us take 
cognizance now, before it is too late, of the 
lessons we have learned, 


“Training of Trainers More Important” 


“In any critical training operation, it is 
quite possible to implement, make effective, un- 
qualified trainers, but we must stop using them 
while they remain unqualified. A better train- 
ing job can be done if production men can 
be taught to teach and teachers can be taught 
to do a job and understand that job well enough 
from a performance standpoint to command the 
respect of the men who are being shown. We 
can do a better job ‘by training selected 
trainers and recognizing that the training of 
trainers is even more important than the train- 
ing of trainees.” 

The training program was part of a two-day 
conference sponsored by the NSIA with the 
cooperation of the Chrysler Corporation, the 
(CONTINUED ON THE FOLLOWING PAGE) 


25 


; 
we é 


Have We Time to Train? 


(CONTINUED FROM THE PRECEDING PAGE) 
Ford Motor Company, General Motors, and The 
Jam Handy Organization. Training aids and 
devices in use by the Navy and the Air Force 
were flown to Detroit for the sessions at the 
Jam Handy plant in that city. 


Henry Ford Cites Production Problem 

“You can’t assemble tanks and automobiles 
on any line that has yet been devised.” Henry 
Ford II, president of the Ford Motor Company, 
told the industrial executives. “Cutting back 
automobile production 30 per cent doesn’t actu- 
ally free any major part of our facilities for 
defense work.” : 

At the conference dinner at the Book-Cadillac 
Hotel Major General Orval R. Cook, director 
of procurement and industrial planning, Air 
Materiel Command, said that electronic fire con- 
trol apparatus is the most critical item on the 
Air Force list of essentials, and that deficiencies 
in this field threaten the entire air defense pro- 
gram. “The quality of the eletronic equipment 
we are getting is not good,” he said. 

General Cook also asserted that “the shortage 
of machine tools presents the gravest threat to 
the expanding aircraft engine program.” 


Industrial and Military Leaders Present 

The NSIA meetings were attended by a large 
Armed Forces delegation, including John F. 
Floberg, Assistant Secretary of the Navy for 
Air; Lieut. Gen. S. J. Chamberlin, command- 
ing general, Fifth Army; Rear Admiral W. Mc- 
L. Hague, chief of industrial relations for the 
Navy; Maj. Gen. H. A. Johnson, Tenth Air 
Force; Rear Admiral J. A. Snackenberg, as- 
sistant chief of the Navy’s Bureau of Ordnance; 
Brig. Gen. John K. Christmas, Chief, Procure- 
ment Group, War Department General Staff; 
Maj. Gen. Floyd L. Parks, Chief of Informa- 


Lieut. GeneraL Ropert W. Harper, command- 
ing general, Air Training Command and Jami- 
son Handy, president, The Jam Handy Organ- 
ization, at Detroit training conference of the 
National Security Industrial Association. 


tion, Department of the Army; and Brig. Gen. 
David J. Crawford, commanding general, Ord- 
nance Tank-Automotive Center. 

Speakers on the engineering program at 
Chrysler Corporation were Rear Admiral Paul 
E. Phil, of the Navy’s Bureau of Aeronautics, 
and J. C. Zeder, vice president and director of 
engineering and research. At the General Motors 
Proving Grounds, L. C. Goad, executive vice 
president, greeted the delegates. Speakers on 
a GM program on testing and proving opera- 
tions were Maj. Gen. Christmas and Charles A. 
Chayne, GM vice president in charge of en- 
gineering. R 


Eprror’s Note: The importance of the preced- 
ing feature report cannot be overestimated. An 
example of preparedness and training resources 
existing within this industry, it provides a real 
challenge to all business serving the defense 
production program. 


INDUSTRIAL Executives AND MILITARY attending the training conference of the National Security 
Industrial Association in the studio buildings of The Jam Handy Organization in Detroit. 


Importance of Field Maintenance | 


of Equipment Revealed in Survey 


* A dual survey begun last month by the Edi- 
tors of Business SCREEN on the related problems 
of field utilization of training and promotional 
films by national and regional business organ- 
izations, trade associations, and the military has 
already emphasized the importance of audio- 
visual equipment repair and maintenance facili- 
ties as one critical breakdown point where such 
programs most frequently fail. 

Publication in the next issue of the first com- 
prehensive check on all bonafide equipment 
service stations available to industry is timed 
to coincide with summer overhaul and checkup 
period. But it will also provide industry with a 
contact chart of real value. 

Although equipment maintenance is only one 
phase of the problem, it is handicapped by mass 
buying habits which fail to allow for field serv- 
ice arrangements. Manufacturers generally agree 
that such should be uniform procedure but it 
rarely is. Discussion of this point will be in- 
cluded in the survey report. e 


Railroad Safety for Children a 


Sponsor: The Baltimore & Ohio Railroad 
Company. 


Title: The Happy Locomotive, motion 
slidefilm, color, produced by Unifilms, 


Inc. 


* This is part of the B & O’s expanded 
safety campaign begun two years ago. 
After evaluating long term results from a 
safety program operated for forty years, 
B & O in 1949 decided to experiment with 
modern techniques of human communica- 
tions to see if the company could reduce 
still further the waste that every injury 
represents. 


During 1949, the employee injury rate 
was reduced 25% and continued progress 
was made in 1950. At the same time other 
phases of the program were aimed at the 
grade crossing problem and at children. 

Children, naturally fascinated by rail- 
road activities, cause many accidents by 
trespassing, vandalism and using railroad 
property as a play ground. To combat 
this, B & O police officers have been doing 
preventive education work in the schools 
along the railroad’s right-of-way in thirteen 
states. Last spring a story book was dis- 
tributed by the police officers to nearly 
250,000 boys and girls. The railroad police 
department found that as a result of the 
book and talks given in assemblies juvenile 
trespassing and vandalism were almost 
eliminated in former troublesome areas. 

The Happy Locomotive is an extension 
of this campaign. The B & O expects to 
show it to several hundred: thousand chil- 
dren this year—and to many of their par- 
ents as well. B & O police officers will pre- | 
sent the film showings. 
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Here's a Good “Insurance” Program 
for Film and Equipment Success 


* How to get maximum field utilization of 
audio-visual equipment and films of Standard 
Oil (Indiana) was the objective of a full-day 
workshop on operation and maintenance, and a 
special clinic on both productions and equip- 
ment, at a four-weeks “blood and sweat” train- 
ing course which brought into Chicago 32 ad- 
vertising and public relations representatives 
from 26 fields, for indoctrination in every detail 
of their jobs. 

The overall program, in which “adpreps” of 
three subsidiaries and the Whiting refinery also 
participated, gave the publicity representatives 
a busy month of instruction and contact with 
the press, radio, television, speakers’ bureaus 
and specialized programs, while the advertising 
men concentrated on product campaigns, indus- 
trial, fleet and farm ad media. 

Both groups were brought together for inten- 
sive study of film programs and the handling 
of equipment for them. 


Speakers Discuss Meeting Problems 


The clinic on film showings had speakers 
from the field discuss sources of film materials 
and how to evaluate the aims of various types 
of meetings, present suggestions for successful 
promotion of films at public gatherings and em- 
ployees’ meetings, and explain the mechanics of 
providing films and equipment. Otto H. Coelln, 
Jr., editor and publisher of the Business Screen 
Magazine, was the final speaker. 

O. H. Peterson, production manager—sales, 
educational, promotion and training materials, 
who acted as moderator for this session, was 
also in charge of the one-day workshop on op- 
eration and maintenance of audio-visual equip- 
ment. 

Maximum distribution of the company’s films 
and the building of public goodwill are largely 
dependent upon how effectively the productions 
are shown, and the aim of the workshop was to 
perfect the qualifications of each field repre- 
sentative in the operation and maintenance of 
the equipment in use by personnel in his field. 


Personal Instruction on Equipment 


The program was set up to put each man at 
the clinic to work with the equipment itself, 
under the supervision of an instructor, this di- 
rect training supplemented with a kit including 
instruction books on the products, and diagrams 
and charts on their utilization. 

The day was divided into eight periods of 50 
minutes, six of them sessions of classes called 
stations. By rotation all six were attended by 
each man. Groups were limited to five men to 
permit individual instruction, Representatives of 
the DeVry Corp. and the Society for Visual 
Education cooperated with Mr. Peterson in or- 
ganizing the training classes, which went into 
session after an opening general period in which 
the objectives were outlined and the instruction 
books issued. 

Subjects of the classes or stations included 
maintenance and operation of 16mm motion pic- 
ture projectors and amplifiers, the 35mm slide- 
strip projector, amplifier and record-playing 
equipment, and showmanship in projection. 

Station No. 1. “Maintenance of the 16mm 
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Cuintc Procrams In Action (top left) various types of motion picture equipment in company use 
on display; | top right) members of the clinic staff inciuded (1. to r.) Jack Powers, Kalman Spelle- 
tich, Max Klein and W. C. DeVry, president, DeVry Corporation; Melvin Guthrie, SVE; Frank 


Rauscher, Marvin Paarman, DeVry; and O. 


H. Peterson, Standard Oil Company. (below left) Mr. 


Guthrie demonstrates slidefilm projection; (right) Frank Rauscher, 16mm pointers. 


Better Film Utilization in the Field 


STANDARD OF INDIANA HOLDS MODEL WORKSHOP FOR FIELD STAFF 


Motion Picture Projector.” 
Rauscher, DeVry Corp. 

A 16mm projector had been placed for each 
man. The “student” first cleaned and oiled the 
equipment according to directions, after which 
came work with the projector in general and 
demonstration of solutions of field maintenance 
problems. 

Station No. 2. “Operation of the 16mm Mo- 
tion Picture Projector.” Instructor, Marvin 
Paarman, DeVry Corp. 

Setting up and getting a good picture and 
clear sound reproduction was the job of the 
class on operation. At the beginning of each 
period the instructor disrupted the sound and 
picture presentation by simulating common field 
difficulties for the trainee to overcome. 


Learn About All Types of Machines 


Station No. 3. “Operation and Maintenance 
of the 16mm Motion Picture Amplifier.” In- 
structor, Jack Powers, DeVry Corp. 

Powers opened each session on amplifiers by 
describing their construction and operation and 
pointing out the requirements of maintenance. 
Each trainee then demonstrated with the equip- 
ment assigned him. 

Station No. 4. “The 35mm Slide-Strip Pro- 
jector.” Instructor, Melvin Guthrie, Society for 
Visual Education, Inc. 

Proper setup and usage of the 35mm slide- 
strip projector were shown by Guthrie in intro- 
ducing his subject. Care, cleaning and field 
maintenance instruction followed. The “adprep” 
then took over. 


Instructor, Frank 


Station No. 5. “The 35mm Sound-Slidefim 
Amplifier and the Record Playing Equipment.” 
Instructor, Max Klein, a-v consultant, Chicago. 

The amplifier and record playing equipment 
were explained by the instructor, after which 
the trainee was directed to repeat selected opera- 
tions. 


“Showmanship” Is a Key Factor 


Station No. 6. “Showmanship in Projec- 
tion,” Instructor, K. Spelletich, DeVry Corp. 

A semi-lecture presentation of a number of 
subjects was made by the instructor in the 
showmanship class, with frequent references to 
printed material and demonstrations with the 
equipment. Among the topics were projection 
screens, lenses, public address systems, micro- 
phones, rewinding and care and cleaning of 
film, room setup for the most favorable audi- 
ence reaction, and acoustics. 

At the eighth and final session the instructors 
as a panel answered questions, Chairman Pe- 
terson, who had introduced the clinic with the 
statement that by the end of the day it was hoped 
each field man would have thorough knowledge 
of equipment and the care of it, summarized re- 
sults, and the “adpreps” agreed that they now 
possessed the “know-how” to get the most out 
of their a-v programs. 

“Long years of experience,” says Mr. Peter- 
son, “have proven the value of thorough indoc- 
trination and training in every phase of the 
audio-visual media.” This a-v clinic phase of 
the Standard Oil public relations educational 
program most certainly achieved that aim. 
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EMPLOYEE COMMUNICATIONS VIA THE SCREEN IS MANAGEMENT ASSET 


Practical Hints for Plant “Movie Day” 


93% OF ALCOA MILL WORKERS PREFER WEEKLY FILM SHOWINGS 


* The movie being shown was extremely in- 
teresting and the men didn’t want to leave. At 
the same time, they didn’t want to be late for 
work and some of them were constantly look- 
ing up at the large clock on the wall. It was 
nearly 2:47 PM and time for them to depart 
for their work areas in the mill. Shortly before 
2:50 PM the picture on the screen faded and 
the sound stopped. The mill workers, who had 
been watching the movie in the cafeteria at the 
Aluminum Company of America plant in La- 
fayette, Indiana, quickly rose from their tables 
and moved toward the mill areas. They had 
seen the first half of a very entertaining movie, 
and they knew that they could return the next 
afternoon before going to work to see the last 
half. 
They Keep the Lights Turned On 


There was no projector in sight during the 
show. The full color movie was projected from 
the rear onto a translucent screen, The image 
was clear and sharp. All ceiling lights were 
turned on, except those located just above the 
screen. The four windows nearest the screen 
were covered, but half pulled shades on the 
others admitted the bright sunlight. 

Most of the men who had just left to go to 
work at 3 o'clock had been on hand when the 
movie started twenty minutes earlier. A sign 
near the screen told them that they could see 
the first half of the motion picture that after- 
noon and the last half the following afternoon. 
A large poster displayed where the cafeteria line 
forms announced the movie to be shown the 
following week. 


Showings Before 3 O'clock Shift 


Movies having a running time of more than 
twenty minutes are previewed on Thursday 
morning. A good breaking point is picked, and 
the first part of the picture is shown that same 
afternoon to workers patronizing the cafeteria 
before going to work at 3:00 PM. The last half 
of the picture is shown on Friday afternoon, 


REAR ScrEEN Projection gives bright, clear 
image at Alcoa’s Lafayetie, Indiana plant. 


and a repeat performance is given on Monday 
and Tuesday so that men working shifts will be 
able to see it at one time or another. 

On Friday the entire picture is shown during 
the noon lunch period, patronized mostly by 
office personnel. A repeat performance is given 
at the same time on Monday in the belief that 
some people eating a complete meal during the 
lunch period may not be able to give the movie 
full attention the first time. 

If a movie has a running time of less than 
twenty minutes, it is not split. The entire pic- 
ture is then shown on Monday and Friday after- 
noons. 

In addition to travelogues and documentaries, 
adventure, educational, geographical, safety and 
sports movies are shown. Most of these films 
are obtained on a free loan basis (sponsored 
films via Modern Talking Picture Service, Inc.) 
and transportation is the only cost involved. 
Sports films are usually the most popular. In 
fact, the first time a World Series film was shown 
two years ago the cafeteria ran out of food dur- 
ing the noon hour. They hadn’t prepared for 
so many baseball fans. 


Poll Shows Employee Preferences 

The program was tried out for a few months 
while adjusting the home-made rear projecting 
equipment. Near the end of the year a poll was 
conducted to determine how the employees liked 
the idea. Everyone wanted it to continue. 87% 
liked color better than black and white. 93% 
wanted weekly showings, 4% thought every 
other week was often enough, and 3% said they 
would be satisfied with one showing per month. 
50% liked sports pictures best and 45% pre- 
ferred travelogues. 

A regular 16 mm. sound projector is used to 
project the image through a hole in a wooden 
box, onto a front surfaced mirror. The mirror 
reflects the image onto a translucent screen, the 
back side of which is sheltered against light. 
Several different materials were tried out for the 
screen, and the best one was found to be vellum 


EmpLoyee CAFETERIA is the scene of these week- 
ly film showings which workers like. 


tracing paper, which is inexpensive and can be 
changed as often as necessary. The vellum is 
treated with a solution to increase its transpar- 
ency before it is stretched over the frame. 

If the room isn’t too large, the speaker gen- 
erally used with the projector may be satisfac- 
tory. In Alcoa’s setup at Lafayette, the cafe- 
teria was already equipped with six speakers 
and these are being employed to give a very 
distinct, overall distribution of sound. 

At the present time the screen being used is 
41” x 30". However, tests are now being made 
and a 72” x 54” screen may be used if a bright 
picture can be obtained. But until the larger 
screen is installed, the employees at the Alumi- 
num Company of America plant in Lafayette, 
Indiana will continue to enjoy weekly movies 
in the cafeteria at a very nominal cost to the 
company. 


Organizing Our Medical Resources 
to Meet Disaster Emergencies 


| 


Sponsor: The American Medical Association. 
Title: They Also Serve, 17 min., sound, pro- 
duced by The Jam Handy Organization, Inc. 


* Events cast their shadows before, and some- 
times new developments make all the more 
timely a film of an earlier date. The Washing- 
ton hearings precipitated by the MacArthur epi- 
sode undoubtedly have rendered the public more 
conscious of war potentials and tragedies. They 
Also Serve, made in 1949, was intended to en- 
courage doctors, through their local organiza- 
tions, to organize health and medical services 
to meet any national emergencies or disasters, 
in cooperation with governmental agencies. 

The production was not conceived as a train- 
ing film but could become the introduction to 
a future series detailing technics of specialized 
functions for physicians, hospital staffs, allied 
groups, civic administrators and community or- 
ganizations, 

As a motivation film, then, They Also Serve, 
made for the A.M.A. with the help of a grant 
from the Becton-Dickinson Foundation, opens 
with library footage of a number of national 
disasters. It shows a group of doctors discussing 
the profession’s responsibility in preparedness 
of health services. They agree that a master 
plan is essential, integrated into state and com- 
munity programs. 

The film brings out the need of organization 
to meet the following situations: mass casualty 
treatment, continuing care of the sick, oral sur- 
gical and nursing services, restoration of milk, 
food and water supply, communicable disease 
control, provision of blood and blood deriva- 
tives, an emergency system for sewage disposal, 
and insect and rodent elimination. 

In preparation of the film, which is being 
shown by the A.M.A. to doctors only, the pro- 
ducers had the technical advice of leaders of 
the Red Cross, the U.S. Public Health Service 
and A.M.A. departments, under the chairman- 
ship of Col. W. L. Wilson, MC, Office of the 
Surgeon General. Library footage was from the 
U.S. Army Pictorial Service and the Chemical 
Corps, the Navy, the American Telephone and 
Telegraph Co., British Information Services and 
the American Red Cross. 
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Company motion picture Big Idea to some 

of the largest audiences in commercial film 
history is under way in the United States and 
Canada. 

Big Idea, produced by Wilding Picture Pro- 
ductions, Inc., Chicago, is a graphic comparison 
between U. S. liberties and life behind the “iron 
curtain” as seen by a visitor from Eastern 
Europe. The Big Idea is that in the United 
States people and individual freedoms rank 
above the importance of the state. 


Tes PROJECTION of the new Swift & 


Chicago Showings Fill Amphitheatre 


In Chicago, Big Idea was shown to Swift em- 
ployes, their families and friends at the huge 
International Amphitheatre, scene of the Inter- 
national Livestock Show and major sporting 
events. A total of 28,215 persons attended four 
showings, with a high of 7,912 at the conclud- 
ing performance. 

W. M. Bastable, chief of the Swift film divi- 


sion, arranged for a 40x28 foot porous screen 


SWIFT & COMPANY PREMIERES “BIG IDEA” 


Swift employees, families and friends throng Chicago's International Amphitheatre to see “Big Idea” 


(see cut), larger than used in conventional 
theatre projection, to be hung on guy wires 
from overhead girders in the central auditorium. 
Shipment of the oversize screen from Detroit 
posed special transportation problems for Amer- 
ican Railway Express. 


Equipment Assures Quality Performance 


Length of projection was 220 feet and was 
accomplished by two 35 mm. projectors 
equipped with 70 ampere high intensity arcs. 
Special 100 watt amplifiers were augmented by 
two booster speaker horns placed behind the 
screen. Careful placement of speakers resulted 
in clear sound received in every corner of the 
amphitheatre. 

Prior to the Chicago showings, Big Idea re- 
ceived its premiere at the first-run Omaha 
Theatre in Omaha, Neb., where much of the 
film was made. A total of 9,696 persons at- 
tended six performances there. The theatre 
showings were followed by well-publicized Sun- 
(CONTINUED ON THE FOLLOWING PAGE) 


~ In THE Pictures: (right, above) the first-run Omaha Theatre was the scene of 


D> 


the premiere of “Big Idea” which played six performances there; (right, center) 
Omaha’s Mayor Glenn Cunningham and Mrs. Cunningham arriving to intro- 
duce the film at premiere; (right, corner) marquee promotion lends gala air 
at Omaha; and (bottom) part of the huge crowd at the Sioux City, lowa, Swift 
Family Party for the “Big Idea” showings. 
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(CONTINUED FROM THE PRECEDING PAGE) 
day afternoon television screening over KM-TV 
with a conservative audience estimate of 50,000 
in eastern Nebraska and western Iowa. 

Swift has released Big Idea in both 35 and 
16 mm. prints of 53 minutes, and in 16 mm. 
30 and 27!% minute versions. The 30 minute 
film is tailored for classroom and club audi- 
ences and the 27'% minute picture is specially 
adapted for television. 

The public distribution pattern will follow 
special employe showings at Swift units through- 
out the United States and Canada. 

The Swift public relations department esti- 
mates Big Idea will have wide public acceptance 
because of the timeliness of its story theme 
dealing with the conflict between communism 
and the western world. The film has been ac- 
claimed by the United States State Department 
as a public service contribution and inquiry has 
been made as to its availability for showing in 
foreign countries. In initial screenings sched- 
uled in Nebraska, Illinois, Iowa, Minnesota, 
Connecticut and Florida, Big Idea is being in- 
troduced by state and local government officials 


and educators. 


Only Three Professional Actors 


Some 140 Swift employes appear in the pic- 
ture built around Hollywood character per- 
formers Veronika Pataky, European dramatic 
actress; Milburn Stone, veteran of 178 Holly- 
wood productions, and Jim Bannon, who plays 
“Red Ryder” on the screen. 

The picture theme involves a Voice of Amer- 
ica announcer whose claims for American free- 
doms are challenged by an accredited news- 
paper woman from a Soviet satellite nation. 
She and a leftist American newsman tour the 
United States, visiting Americans at work and 
at home. The dramatic climax makes a story 
as hard-hitting as today’s headlines. 

Edward M. Grabill of Wilding directed, and 
James Prindle was the writer. Photography is 
by John Niklasch. 


Lossy Promotion at Omaha shared billing of 
the film and the famed local Choral Club, which 


was a featured part of the program in that city. 


MAR 6- 7 


730% 


“Voice oF AMERICA” announcer Ed Kellar issues 
a challenge to those who doubt America . . . 


Moment OF REFLECTION as the train speeds 
them on to their Omaha destination . . 


| Swift Supplies a Promotion File | 
to Help Managers Hold Showings | 
L 


| 


* The well-produced sound motion picture can 
be a powerful vehicle in the company program 
—- IF — its presentation and promotion are 
thoroughly planned and professionally carried 
out with all details properly taken care of. 

An experienced sponsor of business films, 
Swift is well aware of these needs and has pre- 
pared a comprehensive promotional file to help 


TELEVISION SCREENING over Omaha’s KMTV 
swelled the already large audience by an esti- 
mated 50,000 additional viewers in that area. 


TELEVISION MTV 


Lavia ALLEs, news reporter from “behind ‘the 
iron curtain” takes up Kellar’s challenge. 


Swirt change the doubting writer's 
views about the real values in our land. 


managers hold successful “Family Parties” in 
their local areas. The file and its voluminous 
program notes are well worth reviewing for the 
guidance of other sponsors and as example of 
good showmanship in the presentation of these 
employee events. 

The kit was prepared in mimeographed form, 
for the most part, and housed in an attractively 
printed three-fold package. The first “pocket” 
contains “Your Plan” and contains materials to 
help managers in “deciding on the ‘where, what, 
who and how’ of the showings.” 

The center pocket provides “Your Timetable” 


Huce PROJECTION ScREEN of the 4) x 28-foot 
size took some handling for the Chicago pre- 
mieres in the huge International Amphitheatre. 
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and contains check lists to “help you know what 
to do and when.” The third pocket describes 
“Your Party” and contains materials that will 
“help you ‘sell’ your party; your final post; 
and for public showing of the film. Samples 
of programs, posters, streamers, and bulletin 
board material are included. 

These steps begin in the field with the selec- 
tion of a plahning committee. Membership on 
the committee includes all types of employees 
and representation by union officers and stew- 
ards. The committee’s structure may include 
three sub-chairmen for attendance, arrangements, 
and activities with their respective assignments. 


Complete Information on Showing Sites 

Selection of a suitable site for the film show- 
ing includes consideration of local theatres, 
school assembly halls, club rooms, and public 
auditoriums where films may be projected. 
Rental cost, safety factors, seating capacity. 
stage facilities, acoustics, display space, park- 
ing, checkrooms, toilets, ventilation, motion pic- 
ture equipment and projection booth facilities 
as well as those for serving refreshments are 
the check points for making a good selection 
of the showing place. 

The invitation list is next in consideration. 
Company employees, active and retired, receive 
first consideration. If facilities permit, invita- 
tions may be extended to dealers, shareholders, 
press and radio, producers, local civic and busi- 
ness leaders, clergy, and educators. It’s im- 
portant, the file points out, to maintain an in- 
formal “employe” family atmosphere and to 
avoid overcrowding. (Showings at Omaha, Chi- 
cago and Sioux City which exceeded attendance 
expectations proved the wisdom of this pre- 
caution). 

A promotional booklet, sampled in the file, 


is available to include with each invitation. 


Details of the “Family Party” Program 

While the film Big /dea makes up the major 
part (55 minutes) of the program, good sug- 
gestions are made to round out the evening with 
other entertainment features. Briefly these are: 

1. Additional films, such as theatrical short 
subjects. 

Amateur or “home talent” entertainment. 
Community singing. 

Professional entertainment, if cost reason- 
able. 

Throughout the file, simplicity and reasonable 
cost are stressed. Light refreshments and modest 
entertainment are the rule with the film as the 
central theme and other features planned so 
as not to detract from it. 

Good suggestions are given for actual program 
details such as the presence of a reception com- 
mittee at the hall entrance; the use of pre-pro- 
gram music; a brief welcome by the manager: 
presentation of awards for sales, safety, sugges- 
tions, service, etc.; presentation of door prizes 
such as company products; and finally other 
brief entertainment climaxed by the presenta- 
tion of Big Idea as the closing element on the 
program. Light refreshments follow the show- 
ing of the featured film. 

As an example of the program possibilities, 
Swift’s excellent Choral Club in Omaha pre- 
sented “A Waltz Dream” as their musical con- 
tribution to the Big Idea screenings in that city. 
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| BOOKLETS AND PROGRAMS 


introduce the "Family Party" 

wings of Big idee in various cities 
where facilities exist. 


POSTERS AND BULLETINS 


helped awaken interest and promote 
attendance in advance of the local film 
showings in various plant towns. 


Tickets for these showings are an important 
ingredient in the arrangements. Obviously their 
distribution helps to assure sufficient seating 
capacity adjusted to the ticket demand. The 
importance of this factor is shown by the numer- 
ous occasions when demand exceeded earlier 
and more conservative estimates. Supervisors 
distributed premiere tickets to all who requested 
them—for themselves, their families and their 
friends. 

Omaha “Family Party” committees also turned 


out some excellent and inexpensive letterhead- 
size color bulletins which played up the com- 
bined choral and film program throughout the 
weeks preceding the actual performances. 


Your Program Has to Be Different 
Each sponsor has an individuality about his 
enterprise and his field. These lend authenticity 
and a focal theme to the presentation of his 
own “Family Parties.” That is the essence of 
Swift’s success in the nationwide presentation of 


Big Idea. \t also helps to have a good film. ®& 


Dont miss 
tory © 
Thes 
greatest stre and different ki 
A ™otion picture 
31 


“This is 


Life 


THE AMERICAN MEAT INSTITUTE 
TELLS STORY OF “MEAT TEAM” 


* * * 


of the meat industry; and third, there is strong 
identification of the consumer audience with 

the subject. Through all these phases, sound, 

music and words complement and supplement 

the beautifully photographed scenes. The result e 
is a film that provides a fine exposition on meat 

as a food and a deep appreciation of the part 

played by meat production and processing in the 

economic life of the nation. 

This Is Life was premiered last month to meat 
industry executives in Baltimore and at subse- 
quent screenings by packing house and other 
meat industry interests in other parts of the 
country. 16mm sound prints are available im- 
mediately for nationwide free loan through the 
27 regional exchanges of Modern Talking Pic- 
ture Service, Inc. with emphasis on rural and 
urban adult groups, industrial audiences, schools 
and colleges. 

The universal interest of this subject is un- 
questionable and the emotional impact on typical 
audiences is almost phenomenal for a subject of 
this kind. In bringing together the narrative 
story of a whole segment of American industry, 


Rigid standards of inspection maintain the high quality of America’s meat production. 


CD it has scored a real success for the Meat Insti- 
EAT, a basic food in man’s diet, is of fundamental inter- <i tute, its far-sighted sponsor. R 
est to all Americans, young and old. Its full and complete —— 
story is told, at long last, in an exciting new emotional Below: You ‘arn new facts about meat from the man who sells it. 


documentary motion picture in full color produced for the Amer- 
ican Meat Institute by Raphael G. Wolff Studios of Hollywood. 
Appropriately titled This /s Life, this 29-minute sound film is the 


| story of the “meat team” all the way from the ranches and farms 
wa of America to the consumer’s dinner table. 

-# Three overall phases are involved in the story. First, there is 


the nutritional value of meat, brought out vividly in both docu- 
® mentary and character animation, Second, the work of the people 


Below: One of the most colorful members of the “meat team” is 
this hog auctioneer shown at Waterloo, lowa in “This Is Life.” 
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Raising the meat crop has its moments .. . 


Genesis of the Meat Picture 
by Raphael G. Wolff 


* We felt that This Js Life was essentially the 
story of you—and how powerful substances 
came out of the earth to enter your own blood 
stream—to become your own ideas, actions and 
activities. Somehow, the idea Edison had for 
the invention of electric light was once a force 
in the roots of some vegetation. We saw the 
relation between acres of grass and the lives of 
all Americans. 

So—we began with the grass. We said: “If 
you could see the shape of the future here, 
you'd find that you, yourself, were there in the 
grass somewhere.” The story is as elemental 
as that. 

We go on to show that the good of the earth, 
first appearing in grass blades, grain heads and 
corn ears, is transformed and changed—and 
made available to your own tissues and body 
cells as meat. We go on to show that there are 
millions of people to bring meat to you—and 
we cover a cross section of their activities. 


Meet the Man Behind the Counter 


Basically we built the continuity along the 
following lines: 

After arousing interest and making clear the 
elemental implications, we quickly bring the 
good of the earth up to the meat counter, and 
we introduce the customer and the meat man. 
This man behind the counter is the only mem- 
ber of the American meat team that the average 
person ever comes in contact with. The first 
thirty seconds of the film are, in effect, a rapid 
review of the whole story. The story proper 
begins at the point of contact between the meat 
retailer and the customer. 

By this time our audience have identified 
themselves with the subject, and we launch into 
a brief, abstract documentary animation se- 
quence that calls attention to the place of com- 
plete protein in the diet. From this we develop, 
in a few words and scenes, the experience of 
Stefansson, the Arctic explorer, and the amazing 
new conception of protein that came about in 
the scientific world less than twenty years ago. 

Here is a story that begins on your dinner- 
plate and runs back into the skein of American 
history. In a few scenes we recount the back- 
ground of the meat industry, which logically 
leads to present-day meat production on farms 
and ranches all over the country. We avoid 
personalizing the meat animals, but rather we 
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treat them as a crop. It is the people whom we 
concentrate on. 

We continue through packing, distribution 
and retailing in the same vein. We try to make 
it abundantly clear that while you and they may 
be strangers forever, the hog farmer, the cattle 
range rider, the stock train engineers and brake- 
men—the loin pullers and bacon trimmers— 
even the girls in the offices who work with in- 
voices, bills of lading and order blanks rather 
than sides of beef or canned sausages, are stand- 
ing invisible beside you when you pull up your 
chair at mealtime. 


It’s Mealtime Across the Land 

We reach our climax in a cycle of mealtimes 
following the sun from the break of day on the 
Eastern shore, and the first yellowing light on 
the towers of Manhattan and the roofs of farm 
houses in Maine and New Hampshire, until the 
last rays of evening are quenched in the waters 
of the Pacific; we mark the hours across the 
nation in terms of sizzling bacon, the pork 
chops, the roasts and the steaks—to say nothing 
of the hamburger “with.” 

In order to keep us attuned to the human feel- 
ing we scored the film with the voices of a 
chorus, rather than musical instruments. 

Before we began preparing the script we 
crossed the continent from East to West—pry- 
ing into sheep herds on New York farms, in- 
vestigating Minnesota hog houses, trekking over 
cattle ranges from Florida to Colorado and 
Wyoming. We visited packing houses and 
laboratories from Chicago to Denver and Los 
Angeles. 

Then we prepared the script: balancing all 
phases and orienting them to the subject for the 


as 


. . « but stockmen play a vital business role. 


most telling cumulative effect. Photographic 
crews followed the original itinerary and cov- 
ered subjects all the way from pharmaceutical 
manufacture in Chicago to longhorn herds on 
remote ranges in Oklahoma. 

The completed film tells the story of meat— 
but in relation to your own blood cells. It in- 
corporates the relation of blizzards in Colorado 
to the steak you may order in a restaurant; the 
relation of nails driven in the roof of a hog 
shelter to the ham slice whose sizzling song 
heralds another day in your life. 


Teamwork Makes a Good Picture 

From the very inception of This Is Life we 
had the intelligent support of the American 
Meat Institute and of the Leo Burnett Agency. 
Working together, we were able to achieve a 
film that makes its contribution to the story 
of America; the especially moving and colorful 
version of the story that is being told by the 
industrial film industry—and doing, we believe, 
a good job of letting Americans know what 
their unseen neighbors across the land are ac- 
complishing for them; the contribution that all 
are making to the greatest way of life that hu- 
manity has known thus far. 
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CASE HISTORIES 


Cameras in action for “Waters” film 


Pennsylvania Fights Water Pollution 
With a Dual Picture Campaign 


Sponsor: Pennsylvania Sanitary Water Board. 
Title: Waters of the Commonwealth, 25 min., 
l6mm sound, color, produced by The Jam 

Handy Organization. 

* Water pollution as a threat to health and 
safety, and the relation between pollution and 
everyday uses of water are the subjects in the 
visual supplements to other media in the Anti- 
Pollution Campaign of the State of Pennsylvania. 

In fact, the 16mm production is only one-half 
of the presentation. A 35mm color version for 
theatres also has been distributed, concurrently. 
The theatre film runs 10 minutes; the 16mm ver- 
sion for schools, churches, clubs and other com- 
munity groups has more complete coverage and 
technical data. In production, both studio sets 
and extensive location filming were required, 
with 35mm and 16mm cameras shooting each 
scene. Both films have narration and music 
background, 

After introductory depiction of the value of 
water resources to the recreation and tourist in- 
dustry, to livestock and agriculture, and to in- 
dustrial processes, the action turns to examples 
of water-polluting wastes in the main sources: 
raw sewage, industrial waste, soil erosion, dis- 
carded poisons, coal silt and acid mine drain- 
age. When industry is shown the costs of waste, 
it cooperates to control pollution; the public 
indorses the cost of sewage treatment plants, 
and sportsmen welcome the clean streams cam- 


paign. 


Typical source of farm water pollution 


| | Ethyl Aids Service Stations 
|| With a Sales Training Picture 


Sponsor: Ethyl Corporation. 


Title: There Is a Difference, 22 min., 16mm 
sound, color, produced by Pathescope Pro- 
ductions. 


* The Ethyl Corporation is in a unique posi- 
tion. The number of its direct customers is 
limited, it makes no sales to ultimate users of 
its product, yet Ethyl tetraethyl lead is used to 
a greater or lesser extent by every car owner 
in the country. Beyond its straight sales story 
of encouraging increased use of “premium” 
gasoline (which contains more “ethyl”) the cor- 
poration considers that it has two important 
things to sell: good-will for itself and for its 
petroleum marketer customers. 

To help in accomplishing this, Ethyl has car- 
ried on a film program since 1936. It has never 
told a product story, always pointed at ways 
to cooperate with its direct customers and help 


Featured player in “There Is a Difference” 


the petroleum using public. Subjects have been 
devoted to the development of the automotive 
industry (The Long Road, Ethyl’s first film), 
soil conservation (This 1s Our Land), new or 
better uses for farm machinery (several films 
sponsored by Ethyl for the National Retail Farm 
Equipment Association) and “social service” 
type of pictures designed to increase the prestige 
of the service station owner or operator in his 
own mind (Looking Ahead). 

Since January this year, Ethyl has been dis- 
tributing a new film, There Is A Difference 
(produced by Pathescope Productions) which 
is the first the company has planned with sales 
training specifically in mind. 

For better or worse, the great majority of 
films produced for driveway salesmen are prod- 
uct stories——‘“‘more pep,” “less acid,” “our 
grease is greasier,” etc. A few others show the 
man at the pump how to use the magic formula 

-the tested sentence. All these pictures have 
some amount of value. Product information 
and the right phrase at the right time have 
served salesmen well since the serpent sold Eve 
on the apple. 

What Ethyl has sought to contribute to the 
station operator and his men is a short human 
course of practical sales psychology to help them 


do a better job. Premise of this is that cus- 
tomers are not a mass target for the tested power 
phrase. Each is different, each has special needs, 
and the salesman who understands them as 
human beings can do a better selling job. 


People Don’t Fit a Formula 


The film accomplishes this by showing a 
young service station employee talking to his 
boss about the new station he is planning to 
open for himself soon. After his boss scoffs 
good naturedly at his “tested” greetings phrase, 
and the young man’s alter ego reminds him of 
some times when it has failed, we see him be- 
ginning to adapt his knowledge of his customers 
as different people, and as friends, to his sales 
work in the station. 

Rather than trying to provide a pat answer 
to all the problems of driveway selling, There Is 
A Difference attempts to implant the idea of the 
human elements involved in every selling situa- 
tion. It suggests that copybook sales maxims 
do not always provide the right approach, urges 
the man at the pump to keep the customer in 
mind. 


Essential Facts on Distribution 
Ethyl has supplied 125 prints of There Is A 


Difference to its oil company customers since 
the first of the year. Demand is still high. Dis- 
tribution of the 22 min., color film is handled 
through channels of each petroleum marketing 
company. Showings are arranged in various 
locations for all station operators and _ their 
employees. 


Girl Scouts Make Increasing 
Use of Educational Film Medium | 


Sponsor: Girl Scouts of America. 


Title: The Growing Years, 20 min., b&w, 
produced by the Girl Scouts National 
Organization, directed by William Res- 
nick. 


* Films play an important part in the Girl 
Scouts’ educational program. Three films 
on scouting in troops, two on international 
friendship and one on camping have made 
up the motion picture group of offerings | 
thus far, in addition to seven filmstrips on | 
training for local administrators. 

The latest film, just released, is con- | 
cerned with the sense of “belonging,” 
points out what Girl Scouting can mean to 
new girls in the community. 

Two attractive young scouts from New 
Rochelle, N. Y. take feature parts in the | 
film. Henry Fonda is narrator. It will be | 
shown to school, civic, church and club 


groups (via Association Films) to explain 
what Girl Scouts do and how their pro- 
gram helps them in their own development 
as individuals and as members of the com- 
munity. 

With such a simple, happy little tale, it 
seems a shame to report that the music 
track sounds as if it had been dredged 
from the depths of an old W.P.A. file— 
discarded from the dirge to a dust bowl 
documentary—and entirely out of keeping 
with the subject. R 
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Precision Checks on Quality 
Technical Feature of Olin Film 


Sponsor: Western Brass Mills Division of 
Olin Industries. 

Title: /t’s The Counted Pieces That Count, 
25 min., color, produced by Sound Mas- 
ters, Inc. 

* This is a general run-around of the 

Western Brass Mills plant at East Alton, 

Illinois. It shows the production of a va- 

riety of copper base alloys, how they are 

formed, tested, packaged and put to an 
end use. 

Interesting scenes show how spectro- 
graphic tests of alloys insure exactness in 
the composition of the component metals; 
others depict a “flying micrometer” that 
permits instant check of the thickness of 
fast moving sheets of brass as they come 
off the mill. 

The film will be used for several pur- 
poses—technical education, public infor- 
mation and sales promotion. R 


Sun’s Picture Takes to the Road 
to Prove Oil Performance Claims 


Sponsor: Sun Oil Company. 
Title: AAA Road Test, 30 min., color, pro- 
duced by Films For Industry, Inc. 

* Last winter, Sunoco sent a caravan of cars 
from Quebec to Key West and back on a road 
test of Dynalube motor oil. Traveling steadily 
under all climatic and road conditions, the 
brand new Chevrolet, Ford, Oldsmobile and 
Plymouth averaged 1395 miles per quart of oil. 

AAA Road Test, which stands as a separate 
dealer training film by itself, follows a pattern 
which Sun has been using successfully for some 
time. Keynote of this is to actually prove by 
tests visible on the screen all claims made for 
the company’s petroleum products. Some of 
these are dramatic in themselves, but in any case 
the testing personnel and producer are under 
instructions to take no liberties with complete 
authenticity. 

The Dynalube test was supervised from be- 
ginning to end by the American Automobile 
Association. This involved a complete teardown 
and calibration of all engine parts both before 
and after the road test, careful measurement of 
all petroleum products used and supervision of 
all drivers and observers. 

A Films For Industry photographic crew ac- 
companied the caravan throughout the test and 
shot several miles of Kodachrome en route. As 
there was no opportunity to wait for “ideal” 
weather conditions for color photography, many 
scenes were made in snowstorms, rain, dust, 
early morning and nighttime. The results prove 
the versatility of commercial Kodachrome; many 
of the best scenes were shot under what has 
usually been considered the “worst” conditions. 

AAA Road Test will be used to provide Sun- 
oco dealers with an accurate informational back- 
ground to Sun’s new ad campaign on Dynalube, 
said to be the largest advertising campaign ever 
conducted for a motor oil. 
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Historical sequence in “Credit” film 


The Story of Dun & Bradstreet 
Told in “Credit—Man’s Confidence” 


Sponsor: Dun & Bradstreet, Inc. 

Title: Credit, Man’s Confidence in Man, 33 
min., sound, produced by Wilding Picture 
Productions, Inc. 

* America’s 330 billion dollar credit business, 

the power which has helped make this coun- 

try’s economy the envy of the world, as well as 
the lifesaver of more than one nation, comes to 
the screen in an educational and historical pro- 
duction that opens with a sequence of a young- 
ster spending his penny on a fishhook and pre- 
serves that human interest flavor throughout. 
Ten years were required to get out the film; 
that is, that’s how long the idea of making one 
had been discussed. Calls from educators and 
business organizations for a motion picture to 
explain credit principle and operation finally 
jelled into action in 1949. A. M. Sullivan, ad- 

vertising manager, began work on the script, a 

long task of writing and rewriting, what with 

all the intricacies of policies and technicalities 
involved. 


Mercantile Agency Born in 1841 


The story is of the birth of the Mercantile 
Agency, after a proposal by Lewis Tappan at a 
meeting in 184] that merchants contribute ledg- 
er information to start a system of local corre- 
spondents for collection and dissemination of 
impartial credit data. The need was urgent be- 
cause of the abuses that had followed the panic 
of 1837. 

When A. T. Stewart, founder of the John 
Wanamaker stores, indorsed the plan, the few 


Topay’s Business is dependent on impartial 
credit data for its sound operation. 


diehard skeptics were won over, and Tappan’s 
agency began serving merchants of 14 states. 

Research for authenticity of costumes, office 
settings and business procedures of the period 
was not the least of the tasks of the Wilding 
studio before shooting could begin. Fifty pro- 
fessionals were chosen for the cast; the only 
non-professionals were members of the D & B 
staff and some home folk of Marengo, IIl., where 
exteriors were taken. 


Today a Vast Credit Organization 

From the fishhook episode, used to show that 
the lad’s surrender of his penny was the lone 
cash transaction “from iron mine to fish line” 
in manufacture of the hook, the story takes the 
viewer from the days of frontier barter through 
the westward spread of trade, with operation 
scenes in the company’s New York office and 
Brooklyn printing plant, and reporters at work 
in a variety of situations. 

The production is an exposition of the use 
of credit by the American family for household 
necessities, by the small businessman to over- 
come adversity and expand in prosperity, by 
the banker to put money to work. But it is more 
than a treatise: it is a romance of the American 
way of life. R 


Rogers’ New Film on Table | 
Silver Meets Audience Viewpoint | 


Sponsor: 1847 Rogers Brothers, division of 
International Silver Company. 

Title: Designs for a Homemaker, 20 min., col- 
or. Produced by Sound Masters, Inc. 


* About two years ago a film was released 
showing a bride, her new home and her wed- 
ding gifts of silver. The bride was dressed to 
the teeth, she was set up in a $75,000 house with 
a Cadillac in the driveway, and her silver would 
have stocked a good sized department in a store. 

Obviously, this approach to the average buyer 
of silver was abysmally wrong from a psycho- 
logical standpoint. The clear implication given 
in picture and words was of an unbreakable tie 
between considerable wealth and the owning of 
silver. 

This background is important in considering 
Designs for a Homemaker, a new picture on sil- 
ver just released by International Silver’s 1847 
Rogers Brothers division. Here we have a young 
girl who cannot afford to buy a gift set of silver 
for her sister’s wedding present, but enters a 
table setting contest in the local community hall 
to try to win it. 

Of course she wins—not only the silver set, 
but, eventually, romance and a wedding of her 
own. 

This is soap opera selling, to be sure, but an 
appealing idea and a realistic approach to the 
audience of school girls, home economics stu- 
dents and women’s clubs members that MopERN 
TALKING Picture Service, INc., is finding for 
the film. 

The contest, and incidents in the new bride’s 
home, give a good excuse for a dozen scenes of 
handsome table settings that should inspire most 
girls to dash home and experiment with what 
silver they have, perhaps lay plans for getting 
the silver they need. 
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AUDIO-VISUAL SALES INSTITUTE BOARD MEETS IN CHICAGO. _ 


(Ricunt) A forum on pho- 
tography and visual aids 
was a feature of the Armed 
Forces Communications 
Association's annual meet- 
ing in Chicago last April. 
Moderator in charge was 

C. DeVry, president of 
DeVry Corporation. Panel 
members included Captain 
William C. Eddy, USN, 
(Ret.); Vere O. Smith, 
civilian Training Aids Spe 
cialist for the 9th Naval 
District at Great Lakes, 
and H. Coelln, 
editor and publisher of 
Business Sereen (stand- 
ing} 

Speakers presented a 
comprehensive review of 
audio and visual tools use- 
ful to manufacturers serv- 
ing the armed forces, par- 
ticularly in the optical and 
electronic fields. Training 
films, opaque and other 
techniques were shown. 


MARY PICKFORD PRESENTS THIRD CANADIAN FILM AWARDS 


_(Lert) The Board of Gov- 
ernors of the National In- 
stitute for Audio - Visual 
Selling met in Chicago 
May 5. Shown (1 to r.) 
seated are John Persell, 
Indiana U.; John J. Dos- 
tal, Chairman, of RCA; 
Robert L. Shoemaker, 
Operadio; Hazel Calhoun 
Sherrill, Calhoun Co., 
Adolph Wertheimer, Radi- 
ant; Norma Barts, BIS; 
Brunson Motley, 

dral; H. Herbert Myers, 
Beseler; Ernest Tiemann, 
Indiana U.; Frank E. 
Creasy, dealer; Harold A. 
Fischer, Compceo; Don 
White, NAVA; and Al 
Hunecke, Operadio, Stand- 
ing: Karl Rahdert, Indi- 
ana U.; and James Good- 
sell, Popular Science. In- 
stitute will be held this 
summer again at Indiana. 


ARMED FORCES COMMUNICATION ASSN. HOLDS FILM FORUM 


(Lert) Mary Pickford Ca- 
nadian-born star, congrat- 
ulates some winners of 
the 3rd Annual Canadian 
Film Awards presented on 
April 22. Foreground 
are (left) Julian Biggs, 
Nat'l Film Board director; 
Stanley Jackson, also an 
NFB director. Standing (1. 
to r.) are Morten Parker, 
director of The Fight-Sci- 
ence Against Cancer; 
Michel Sanouillet, Univer- 
sity of Toronto Film So- 
ciety; D. R. Michener, 
chairman of the Awards 
Committee; Maurice 
Montgrain, Quebec govern- 
ment winner; and Ron 
Weyman, NFB director of 
Apres Le Bagne. Associ- 
ated Screen News’ Sitz- 
marks the Spot was an- 
other winner. The Cana- 
dian Association for Adult 
Education sponsors the 
awards, 

More than 50 organiza- 
tions are represented in 
the groups sponsoring these 
annual awards to factual 
films in Canada. 


TraininG Directors met at Philadelphia for this 
year’s annual convention and films again took 
an important part in their discussions. Shown 
above are (I. to r.) James Inglefield, vice-presi- 
dent of Wilding Picture Productions, Inc., of 
New York City; and Fred S. Laffer, president 
of the American Society of Training Directors. 


ARMED Forces CoMMUNICATIONS celebrities in- 
cluded both Army and Navy Signal officers (left 
to right) shown with W.C. DeVry (left, center) 
president of DeVry Corporation and chairman 
of the forum on photography; and Theodore S. 
Gary, president of the Association and chairman 
of its 1951 Convention which was held at the 
Drake Hotel in Chicago in April. 


“Tuts Is Lire” Propuction TEAM shown above 
on a sound stage of the Wolff Studios in Holly- 
wood included (l. to r.) Charles O. Husting, of 
the Leo Burnett Company, Chicago; Raphael G. 
Wolff, producer; and Vernon Schwaegerle, ad- 
vertising director for the American Meat Insti- 
tute. This colorful and dramatic new motion 
picture story of the “meat team” is described on 
other pages of this issue. 
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NE cold winter morning, year before last, 

Leo Beebe, head of the Ford Motor 
Company’s motion picture department, 
and Larry Madison, partner in New York’s MPO 
Productions, were lying on their stomachs in 
the snow beside a Colorado road. While cow 
hands whooped and waved to move their snow 
bound steers down the road to shelter, Beebe 
and Madison shot a roll of film and worked out 
final plans for a new movie on the American 
cowboy—a tentative project which up to then 
had brought them to the cattle country on a 
location scouting trip. 

While script conferences in a thirty degrees 
below zero blizzard are not standard procedure 
on Ford movies, the incident illustrates a way 
of doing things that has produced four of the 
most outstanding pictures available to 16mm 
audiences anywhere today. The four, forming 
Ford’s Americans At Home series, are The 
American Cowboy, Men of Gloucester, Pueblo 
Boy and Southern Highlanders. Each presents 
a slice of Americana unusual in treatment, hu- 
man, colorful and quite a bit different from 
the run-of-the-mill business film. An important 
factor in the success of the series is the lack of 
a preconceived “tight” script. Instead of setting 
out with plans directing “here is what we want 
these people to do—here is the exact situation 
we have to shoot,” Americans At Home pictures 
are based on this premise: “Let see what these 
people are doing, let’s record their life as they 
live it and make our picture out of that.” 


Sequences Out of Real Life 

The results show up in many ways. Exam- 
ple: in the movies, cowboys always herd cattle 
on the wide prairies, up the broad canyons, 
across the deep rivers, but in The American 
Cowboy the most effective scenes of herding are 
in a blizzard or as a thousand steers move 
through a forest rooting up the brush, bawling 
and kicking up the dust to provide a camera and 
sound sequence no script writer would ever 
dream up in advance. 

Another instance: while Leo Beebe was sitting 
in his office trying to solve the problem of a 
suitable actor to play the one professional act- 
ing part in The American Cowboy—to be filmed 
on location in Gunnison, Colorado during four 
seasons of the year—he looked up and saw his 
assistant, Rex Pollock, in an outer office framed 
in a pane of glass: problem solved. 

Pollock looked the part of the visiting reporter 
and also acquitted himself so well in his first 
acting job that he may become the protagonist 
of several Ford films of the future. 


Camera Artistry—Plus Good Judgment 

No small part of the credit for the success of 
the Americans At Home series goes to MPO’s 
Madison who has filmed all four. A very mobile 
cameraman, Madison is usually in the right place 
at the right time for the single scene that 
breathes life into an otherwise mundane subject. 
Steady as a tripod, his hand-held sequences 
almost always defy detection. 

The Americans At Home pictures are but one 
part of Ford’s film operations. In addition to 
frequent technical training subjects or other 
purely internal projects, Ford currently dis- 
tributes some twenty-five entertainment or edu- 
cational motion pictures on such topics as the 
automobile industry, vacation lands, sports, 
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COLORFUL PUBLIC RELATIONS FILM PROGRAM SETS A HIGH STANDARD 


driver education or the American enterprise 
system. 

All these are part of Ford’s basic aims in 
all its relations with the public. It wants to sell 
automobiles, make friends for the company, cre- 
ate good will for the automobile industry as a 
w'le, explain the workings and merits of the 
free enterprise system and remind citizens that 


“AMERICAN Cowpoy,” latest of Ford’s film series 
on “Americans at Home,” is one of finest modern 
documentaries and destined to be immensely 
popular with audiences. The “graphic” above 
shows the Ford film distribution pattern, 


America, its land, people and traditions, has 
made everything we have possible. 

Implementing the film program for the com- 
pany is a motion picture committee. Under 
chairman Leo Beebe who is head of the Motion 
Picture Department of the Office of Public Re- 
lations, the committee is formed of the repre- 
sentatives of public relations, sales promotion 
and advertising, industrial relations and Ford 
International divisions. This committee not only 
formulates plans for new public relations film 
projects, acts on suggestions submitted by vari- 
ous sections or individuals in the world-wide 
Ford organization, but also coordinates the pro- 
duction and technical supervision of all types 
of motion pictures for internal use. 


Distributed Through 6 Main Offices 

Ford public relations films are distributed 
through six main Ford offices in New York, 
Washington, Dearborn, Chicago, Kansas City 
and Richmond, California in each of which full 
time employees are responsible for all film dis- 
tribution activity. This is a new company policy 
and has resulted in much greater efficiency and 
a larger number of showings per print. 

Ford encourages dealers to arrange film show- 
ings in their communities. Some go so far as 
to put on a regular promotion campaign, mail 
out catalogs, deliver prints, and even provide 


projectors and operators for community groups: 


or schools, However, the company does not or- 
dinarily notify dealers of bookings made in 
(CONTINUED ON THE FOLLOWING PAGE) 
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In production on “American Cowboy” 


The Ford Film Program: 


their communities unless the show was actually 
arranged by the dealer. 

Ford has an interesting philosophy in regard 
to film promotion. Based on the concept that 
the most receptive audiences for public relations 
messages are close to home, the company pro- 
motes film showings according to a well estab- 
lished priority system. First are Ford’s 150,000 
employees who are reached entirely on a volun- 
tary basis through recreation programs, com- 
pany parties, banquets and through showings in 
theatres in plant towns. Second are executives 
and employees of Ford’s 6,000 supplier com- 
panies—so aptly named in Ford’s recent film, 
6,000 Partners. Third is the family of 8,000 
Ford and Lincoln-Mercury dealers and their 
employees. Fourth are residents in towns where 


Ford plants are located. And fifth in priority. 


is the general public. 


Family Audience Deemed Most Vital 

Ford’s categorizing of audiences is not de- 
signed to underestimate or slight any segment 
of company people or the general public, but 
has been planned to gain the maximum amount 
of good for the company out of the materials 
available. Ford feels that it is more important 
for its employees, business associates and neigh- 
bors to understand the company and its aims 
than anyone else. 

Besides shipping prints to borrowing groups 
from Ford’s six main offices, some subjects are 
deposited on permanent loan in city and county 
school systems in plant city locations only. Other 
prints are used overseas by offices of Ford In- 
ternational. Some subjects are also distributed 
abroad by the United States Office of Informa- 
tion, 

Films Reflect Good Citizenship 

Ford public relations have come a long way 
since the company gave out the old edict—“The 
public can have any color car it wants—as long 
as it’s black.” Without abandoning its original 
individuality, Ford has not only been a good 
citizen, but is making every effort to let people 
know about it. Films have played an important 
part in creating an employee force and a general 
public probably more favorably disposed to- 
wards Ford and Ford products than ever before 
in the company’s history. cm 
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Powerful New Background Projector 
Developed by Pathescope Productions 


* Pathescope Productions unveiled a new 20,- 
000 watt background projector last month which 
is said to be one of thé few to be found east of 
Hollywood, and in many respects the only one 
of its kind. 

“The Mighty Mo,” as it has been affection- 
ately dubbed by its operators, was constructed 
in Pathescope’s own shops, has an optical sys- 
tem of carbon arc, double condensers, film 
holder and lens. It is both water and air cooled, 
projects a strong image on a 23 by 30 foot 
background screen from a 4 by 5 inch film. 

Other features: it may be adapted for motion 
picture background projection, can project a 
moving background by transporting a long strip 


Here’s “Mighty Mo” ready for action 


of film across the focal plane smoothly by motor 
drive. 

Now being used on a feature sales promotion 
film for P. Ballantine & Sons (through J. Walter 
Thompson), it has previously figured in a pic- 
ture for American Telephone & Telegraph Com- 
pany and in several TV spots for Coca-Cola 
and Bristol-Myers. 

Thus far, the “Mighty Mo” has been used in 
conjunction with another new Pathescope tech- 
nique: the projected artwork background. This 
effect appears close to but not completely real 
as it appears on the screen. As a matter of fact, 
complete realism is avoided in favor of an im- 
pressionistic picture. Pathescope has found that 
greater emphasis can be gained for the im- 
portant parts of scenes—the actors and fore- 
ground sets—by deliberately creating a pseudo 
image, attractive but not distracting. ag 


Background projection for Ballantine film 


West Virginia Shows What Can 
Be Done for the Handicapped 


Sponsor: State of West Virginia Department of 

Vocational Rehabilitation. 
Title: An Investment in Human Weljare, 21 

min., color, produced by Unifilms, Inc. 
* This is a story of what one state has accom- 
plished in providing skill training and jobs for 
handicapped persons. It shows the kinds of jobs 
different types of handicapped people can handle 
best, explains that in many industrial situations 
a handicapped man or woman is even more 
adept than those with intact faculties. It also 
points out from actual records that job satis- 
faction is greater, morale higher and absentee- 
ism less among handicapped workers than among 
others. 

Robert Flaherty provides the narration, and 
to be truthful, it would seem the noted docu- 
mentarian is more at home behind the camera 
than behind the narrator’s mike. we 


PRODUCTION REVIEW NOTES 


Additions and Corrections to the First 
Annual Business Screen Production Review 
AssociaTED ScREEN News, Lp. 
2000 Northcliffe Avenue 
Montreal, Quebec 
Phone: DExter 1186 

The following data was received while the last 
issue was on the press and should be added to 
your reference file on the above company: 


RECENT PRODUCTIONS AND SPONSORS 


No Man Is an Island (Consolidated Mining & 
Smelting Co.) ; Food for Thought (Department 
of Fisheries, Quebec Government); Three for 
Health (Milk Foundation of Toronto, Inc.) ; 
The Long Furrow (Cockshutt Plow Co.) ; Jack 
Pine Journey (Canadian Pacific Railway Co.) ; 
The Heart of the System (Quebec Hydro) ; 
C Day (Hydro Electric Power Commission of 
Ontario) ; Combine Cavalcade (Massey Harris 
Co.); Canadian Woolens for Warmth and 
Beauty (Ayers Ltd.); Miracle Fluid (Canadian 
Red Cross Society); and Canadian Cameo se- 
ries of theatrical short subjects. 


CanapDiAN Motion Picture 
Propuctions, 
80 King Street West 
Toronto, Ontario 
Phone: PLaza 8781 
Date of Organization: 1947 
OFFICERS AND DEPARTMENT HEADS 
Gordon D. Fairley, President 
C. A. Birge, V.P. L. F. Hogg, Secty-Treas. 
L. D. Cromien, Mng. Dir. & Exec. Prod. 
W. R. Brunt, Director 
Services: Commercial films for industry spon- 
sorship; specializes in theatrical production. 
FaciLities: Contracts for studio, production 
equipment and creative staff as required. 
RECENT PRODUCTIONS AND SPONSORS 
Mission to Muskoka (Royal Muskoka Hotel) ; 
The Home of Austin in Ontario (Austin On- 
tario Motors, Ltd.) ; Sins of the Fathers, theatri- 
cal feature. 
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Remember SOUND MASTERS .... 


not only has the KNOW-HOW but also the CAN DO 


FOR MANY YEARS WE HAVE DONE A REPEAT BUSINESS WITH IMPORTANT 
CLIENTS IN MANY MAJOR INDUSTRIES. WHEN YOU ARE PLANNING 
TO USE THE IMPACT OF THE SCREEN IN ANY WAY AND FOR ANY PURPOSE — 


— LET US TALK WITH YOU — WE HAVE SOME GOOD IDEAS 


TV SHORTS AND © 
165 WEST 46TH STREET — NEW YORK 19. . . PHONE PLAZA 7-6600 COMMERCIALS — ;. 
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Scene in — on the Ball” 


Mishawaka's Color Slidefilm Aids 
Clerks Selling Canvas Footwear 

* The Mishawaka Rubber & Wool- 
en Manufacturing Co., maker of 
Ball-Band products, took to the col- 
or and sound slidefilm medium for 
training retail clerks to sell Arch- 
Gard shoes. Cartoons in Really on 
the Ball introduce the ideas of 
health, performance and popularity 
for the canvas footwear. The At 
las Film Co. was the producer. 


Chicago Women's Ad Club Wins 
National Honors with Slidefilm 

* Test screenings of the sound and 
color slidefilm Do You Belong in 
Advertising?, which contributed 
largely to the winning of first 
award of the Advertising Federa- 
tion of America for the Women’s 
ADVERTISING CLUB oF CHICAGO, 
are being given this spring. The 
film, to be released in the fall, was 
made by the Dallas Jones Produc- 
tions. 

Outstanding achievement in ad- 
vertising education was the basis of 
selection for the honors, to be pre- 
sented at the AFA convention of 
the 120 men’s and women’s clubs, 
opening June 10 in St. Louis. The 
film, produced for vocational guid- 
ance in the high schools of the Chi- 
cago area, is supplemented with 
booklets and other aids to teachers, 
parents and students. A bureau of 
the club is to provide speakers at 
the showings. For further informa- 
tion address the Women’s Advertis- 
ing Club of Chicago, 360 N. Michi- 
gan Ave., Chicago 1, Ill. 


Winois Central's Annive:sary Film 
* The 100th anniversary of the 
ILLinots CENTRAL RAILROAD is com- 
memorated in a video-commercial 
60-minute production, Centennial 
Pageant, which is being made in 
Chicago by the Jerry Fairsanks 
Propuctions. Fairbanks is super- 
vising the filming with the Multi- 
cam System, by crews from the 


Hollywood and New York studios. 
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PICTURE 


PARADE 


NEWS ABOUT FILMS AND - 


Selling Dow's Styron Products 

* Salesgirls handling Styron, the 
Dow CuemicaL Company’s brand 
of polystyrene, will know all about 
its qualities of long wear, non-peel- 
chip-rust, and odorless service, after 
seeing the company’s 16mm sound 
and color slidefilm, A Date with 
Polly, produced by Tue Jam Hanpy 
ORGANIZATION. The subjects of dis- 
plays and tie-in sales also are taken 
up in the film, which can be fitted 
into a 15 minute or half-hour in- 
struction meeting. For free loan ad- 
dress Dow Chemical Co., Public 
Relations Dept., Midland, Mich. 


Electric Power History on Screen 

* The increasing popularity of elec- 
tric service from the beginning of 
the century, 


wW 


and the gearing of 


SSS 


PRODUCTION TECHNIQUES 


America’s public utilities to meet 
the nation’s requirements, are set 
forth in Power for You, 10-minute 
sound and color film produced for 
the Evectric Com- 
pany by the News Reel Laboratory 
for the annual meeting of stock- 
holders. Stills and motion pictures 
of early appliances and _ historic 
events bring out the story. 


Mixrite Paper Service Is Theme 

* In Fountain Glamour, color and 
sound slidefilm of the 
Corp., attention is on the company’s 
Mixrite paper service for speed and 
economy as well as sanitation and 
quality assurance for fountain and 
restaurant. For free loan write the 
company at 122 E. 42nd St., New 
York City 17. 


gs Business film 


producers for over a 
quarter-century 


Slide films @ Motion pictures « Films for TV 


BUSINESS SCREEN 


Director Mary Joyce Renn re- 
hearses cast for “The Vein Is 
Rich,” new Union Central Life 
Insurance film (story below). 
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New Music Appreciation Series 
* Music appreciation is the theme 
of a series of films in color to be 
made by the Bert Jounston Pro- 
puctions, INnc., of Cincinnati for 
release on a syndicate plan in the 
fall. 

Films recently completed include 
a training series for the Union Cen- 
tral Life Insurance Company, a 
one-reel religious series, and tele- 
vision commercials for the Gruen 
Watch Co. and Wholesale Flower 
Growers’ Association, and a syndi- 
cated series for banks. 


Davis & Geck Adds 11 Surgical 
Films in Color to Its Library 

* Eleven new 16mm surgical films, 
for professional use only, are an- 
nounced by Davis & Geck, INc., 57 
Willoughby St., Brooklyn 1, N. Y. 
Prints, in color, are available from 
the Surgical Film Library on a 
free loan basis, to hospitals, medi- 
cal schools (signature of a licensed 
physician required), nurses train- 
ing schools and other accredited 
medical and surgical groups. 

All the films are silent except the 
one noted in the following listing 
of titles: 

Stricture of the Common Bile 
Duct, Surgical Treatment of Ar- 
teriovenous Aneuysms, Biceps Ten- 
don Transference, One Stage Right 
Hemicolectomy, Transthoracic Vag- 
ectomy, Diverticulectomy, Subtotal 
Gastrectomy for Intractable Duo- 
denal Ulcer, Excision Anal Fissure, 
Fistulectomy and Hemorrhoidee- 
tomy, Complete Exenteration of the 
Pelvis and Hypertension Due to 
Pheochromocytoma (sd). 


Drug Store's Photo Department 

* What a photographic section can 
do for the sales volume of a drug 
store is pointed up in the recently 
completed Eastman Kopak Com- 
PANY film This Can Happen to You, 
produced for showing by drug as- 
sociations and allied groups. 
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Projecting 


VACUMATIC 
PLATEN* 


Beseler’s revolutionary FEED-O-MATIC* feature on the new VU-LYTE Opaque 
Projector permits continuous, smooth projection of mounted or unmounted material. 
Think of it! You simply feed your lecture material as is onto the metal conveyor 
belt of the FEED-O-MATIC, and advance it into projection position by turning a 
handle. There is no special need to mount copy, or insert it into holders—because the 
unique platen of this ultra-modern projector holds all copy material absolutely flat. 

You can feed mixed or continuous copy through evenly, and without light flashes— 
since the platen is not raised or lowered. A full 82x11 page or a postage stamp are 
projected with equal ease. There is no curl or flutter. As new copy is fed in at the left 
side of the projector, preceding copy is ejected from the right side. Thus you obtain un- 
interrupted projection—which aids tremendously in the efficient presentation of mixed 
copy, and proves eminently suitable for continuous copy in scroll form. 

The FEED-O-MATIC CONVEYOR is one of the exclusive Beseler developments 
that make the VU-LYTE the easiest opaque projector in the world to use—ideal for 
schools, churches, clubs, and business. And there are many other outstanding VU-LYTE 
features that team to help you obtain peak performance with maximum ease. 


POINTEX* 
PROJECTION POINTER 


con be projected with equal ease, without 
lighted room. Total darkness is not necessary curl or flutter. 

to obtain clear, sharp images and 3. YOU CAN project a lighted arrow onto 
brilliant colors—because VU-LYTE provides y port of the illustration by means of the 
extra illumination. new Beseler built-in POINTEX* POINTER— 


out details without 
2. YOU CAN use copy “as is"—without 3 


mounting or inserting into holders. The 4. YOU CAN use VU-LYTE on an uneven 
surfac: 


unique Beseler VACUMATIC PLATEN® holds 


all copy absolutely fiat during projection. A in addition, VU-LYTE is an amazingly quiet 
full 8Y.x11 page letter or a postage stamp projector. 


These advanced, exclusive features, plus others, 
are incorporated in a projector that weighs only 
35 Ibs. and is REDUCED IN PRICE. 

Ask for free demonstration of the precision-built 
VU-LYTE in your own projection room. And for 
more information regarding this truly new concept 
in opaque projection, ask for booklet— F 


CHARLES COMPANY 


60 Badger Avenue, Newark 8, N. 3. 
The World's Largest Manufacturer of Opaque Projection Equipmeat 
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Ford Color Film on Workmanship 
Publicizes Arts Awards Contest 

* Tieing-in with the Forp Motor 
ComPany’s offer of $35,000 in cash 
prizes and nine all-expense-paid 
trips to Detroit and Dearborn, 
Mich., for students participating in 
the 1951 Industrial Arts Awards, 
is a new 20-minute l6mm color 
motion picture, Pride of W orkman- 
ship. The Ford Film Library and 
the company’s regional public re- 
lations offices in New York City, 
Washington, D. Richmond, 
Calif.. Kansas City, and Chi- 
cago are releasing the production 
nationally this month. 

With its story based upon a last 
year ¢ntrant whose woodworking 
ability drew widespread attention, 
the film shows how thousands of 
students in junior and senior high 
school classes acquire mechanical 
skills and craftsmanship. The film 
was made for showing in schools 


and before civic groups and church 
clubs. 


Hancock Insurance Co. Films Its 
Village and New Office Building 
* Two new color productions spon- 
sored by the Joun Hancock Mu- 
TUAL Lire INSURANCE CoMPANY are 
Faith in Our Future, 15-minute 
story of the 228-home Hancock 
Village within commuting distance 
of Boston, and On These Founda- 
tions, tracing the construction of 
the company’s new office building 
in The Hub. 

Three narrators in the construc- 
tion story are a “sidewalk superin- 
tendent,” who tells the history of 
the site, a construction worker, and 
a clerical employee. The other pro- 
duction presents the housing de- 
velopment as a modern replica of 
the old, neighborly New England 
village. 

Both films are available for free 
showing by addressing the Photo- 
graphic Bureau, John Hancock Mu- 
tual Life Insurance Company, 200 
Berkeley St., Boston 17, Mass. 


22 Lighting “Recipes” in G.E. Film 
* The first furnished home using 
all 22 new home light-conditioning 
“recipes” of the General Electric 
Company is featured in Father Sees 
the Light, 12-minute film to be 
made available in l6mm a 
the 34 sales districts of the G. 
Lamp Division, the sponsor. 

The film was shown simultane- 
ously at a private press preview in 
Cleveland and before 800 utility 
sales executives at a television ses- 
sion of the Edison Electric Insti- 
tute’s annual sales conference at 
the Edgewater Beach Hotel in Chi- 
cago. The production is designed 
for presentation on television and 
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ON THE PRODUCTION LINE 


NEWS OF BUSINESS FILMS AND THEIR USE IN FIELD 


at consumer, civic and trade or- 
ganization gatherings. 

New Training Films Apply 
Psychology in Human Relations 

* Visual implementation of applied 
psychology in human relations, for 
personnel training in banking, in- 
surance, and in selling a new prod- 
uct, is turning sponsors more and 
more to films as their best friend. 
All three fields are represented in 
the latest production projects of 
Rocket Pictures, Inc. 

A March release, Help Yourself, 
is the first of a series of slidefilms 
which The Bank of America will 
present to its staffs in 400 branches, 
with emphasis on the fact that the 
employe is benefiting himself for 
life in his dealings. 

For The Pacific Mutual Life In- 
surance Company the Rocket staff 
is writing and producing a pro- 
gram pointed toward indoctrina- 


tion of freshmen personnel. Specify 
Smoothedge, sound and color slide- 
film for The Roberts Company of 
Los Angeles, explains to architects, 
builders and dealers all about the 
product, a patented device for lay- 
ing wall-to-wall carpeting without 
floor tacks or nails. 


Pontiac Silver Anniversary Film 


* The Silver Anniversary of the 
Pontiac Motor Division of the 
General Motors Corporation, is 
commemorated with the release of 
Through the Years, 16mm Koda- 
chrome film produced by the 
SounpFILM Stupios, Inc., of De- 
troit. From introductory early 
scenes the action moves to today’s 
manufacture, with a car coming off 
the assembly line every 58 seconds. 
Pontiac dealers, equipped with Bell 
& Howell projectors, are handling 
local public showings. 


John Cameron Swazey 
in Film Series for Zenith 
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New Film for “Voice of America’’; 
Three for Venezuela Showings 


* For the “Voice of America” pro- 
gram of the U. S. Department of 
State is the new 20-minute Junior 
Chamber of Commerce motion pic- 
ture shot in 35mm by the Knicker- 
BOCKER Propuctions, INc., New 
York. Howard A. Lesser produced, 
with direction by Peter Glushanok. 

Three 16-35mm black and white 
films, shot in Venezuela, have been 
completed by the company for 
CIDEA (Consejo Interamericano 
de Educacion Alimenticia), nutri- 
tion education agency sponsored 
by the Venezuelan Government and 
the AMERICAN INTERNATIONAL As- 
SOCIATION headed by Nelson A. 
Rockefeller. 

The productions, Cooking Hy- 
giene, Food for a Strong People and 
The Home Food Supply, were direc- 
ted by Victor D. Solow. The nar- 
ration is Spanish, with native folk 
music background. With six trucks, 
the Council is showing the films in 
villages, ranches and other isolated 
settlements. 


Mr. Tux Tells Marathon Jobbers 
How to Sell Dispenser Services 


* The animated Mr. Tux sparks the 
jobber salesmen of the MARATHON 
CORPORATION towards new goals 
for the Tux dispenser napkins and 
service in Tips about Tux, sound 
slidefilm produced by the Atlas 
Film Corp. 

The training package, besides the 
film and record, has promotional 
and review material, a group lead- 
er’s guide and an easel presentation. 


Receptionist Film Made Available 
Through Bell System Offices 


* Private businesses now have an 
opportunity to train their reception 
desk personnel by film, with the 
BeLt System’s general release of 
the 20-minute sound motion pic- 
ture The Invisible Receptionist, 
which the telephone company has 
used in training and refresher 
courses for its own PBX staff. Ap- 
ply to the nearest Bell company 
office. Witpinc Picture Propuc- 
TIONS, INC., made the film. 


Gutermuth Slidefilm Sells Arketex 


* In circulation in the sales and 
advertising department of the Arke- 
tex Ceramic Corporation of Brazil, 
Ind., is a 30-minute color and sound 
slidefilm program made by Clar- 
ence H. Gutermuth, producer of 
Screen Art Pictures, of Fort Wayne. 
The Arketex concern is one of the 
largest manufacturers of ceramic 
glazed structural tile in the United 
States and operates two large tile 
plants and clay pits at Brazil. 
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COMBINATION 

SLIDE, SINGLE AND 
DOUBLE FRAME STRIP 
FILM PROJECTOR 


Exclusive viewlex Featul You con poy more better! 
j alliance © e exc ysive yewleX ‘Light Mu i- 
Cannot or scratch r jector con match the br 
film plier” optical system. No other projector is 80 delightfully easy 
Light multiplier Optical system yse—s° quiet in operation: 4 
Finger iP control The famous Viewlex LIFETIME guarantee added its obvious 
instantaneous framing advantages dictates VIEWLER your choice for slide OF filmstrip 
Needle sharp focusing’ projection pefore sizeable audiences: Thousands of schools, churches 
professional Quality and and industrial organizations everywhere have chosen Viewle% for 
projection lenses gvailable quality and efficiency: 
motor FAN COOLED 
35-01 QUEENS BOULEV ARD 
5" Luxtar professional 
INC.° LONG \SLAND ciTY 1, N. Y. Projectio" Lens ond 
300 Watt projection Lomp 


PRODUCTS 


The Latest in Audio-Visual Equipment and Accessories 


Da-Lite Introduces New Screen 
For Three-Dimensional Pictures 

* The Da-Lite Stereo Screen for 
three-dimensional pictures, _intro- 
duced by the Da-Lite Screen Co., 
Inc., 2703 N. Pulaski Rd., Chicago 
39, has these construction features: 
80-point display board (3/32” 
thick), clear coated back side, sil- 
ver coated projection surface, 1/5” 
black border, 40" x40" overall, 
dual-easeled back with stiffeners, 
wall hanging or table use, light- 
weight (9%), and self-storing con- 
tainer. The screen is priced at 
$14.95. 


War Testing Proves Durability of 
B & H Cameras in the Field 


* Cameras going to war must not 
only be tough soldiers but also must 
dress the part. When the 70DE 
and Auto Load models of Bell & 
Howell 16mm cameras went into 
the Signal Corps recently, the first 
step was to doff the leather and 
chromium finishes and don olive 
drab, with special low reflection 
black paint over the metal surfaces. 
The Auto Load is taken up by 
cameramen in small artillery spot- 
ting planes. Both types are used by 
Armed Services branches on the 
ground and in the air, and by war 
correspondents. 

The company reported that its 
100 cameras used in the Bikini 
atom bomb test functioned 96 per 
cent perfect, despite temperature 
ranges from 120° F. on the runways 
down to 40° below zero at high alti- 
tudes. The cameras are subjected by 
the Signal Corps to life tests, vibra- 
tion, drop, temperature and other 
tests simulating conditions found in 
combat. Fungus-proof materials to 
permit instant use after long storage 
in hot and damp climates are a 
development from World War II. 


Da-Lite Promotes Gardner 

Rene F. (Bup) Garpner, named 
assistant sales manager of the Da- 
Lire Screen Company, Ine., of 
Chicago, has been covering the 
midwest, east and south for the 
company as sales representative 
since 1946. 


RCA Simplifies Parts Priorities 

* A simplified method of extending 
DO-97 priority ratings for needed 
maintenance, repair and operating 
materials has been instituted by the 
RCA Service Company for exhibi- 
tors using the company’s parts plan 
contracts. By signing and mailing 
the return card attached to an ex- 
planatory card already issued, the 


exhibitor authorizes the service com- 
pany to use DO-97 ratings within 
the scope of Regulation 4 of the 
National Production Authority. 


Telejector Is New Audio & Video 
TV Spot and Show Equipment 
* Telejector is the name of a new, 
completely portable 750-watt, 
16mm motion picture projector for 
TV spots and shows, available from 
the Audio & Video Products Corp., 
1650 Broadway, New York City 19. 
A built-in right angle picture 
throw and a foldaway screen, the 
same size as the picture tube of a 
12's inch TV receiver and masked 
to simulate the effect of viewing in 
the home, are features. The pro- 
jector has its own sound track am- 
pl fier and loudspeaker. 


Westrex's Magnetic Recording 
Has a New Line of Amplifiers 

* A feature of the Westrex Cor- 
PORATION’S 1951 Series 1100 Stand- 
ard Magnetic Recording Systems is 
a new line of amplifiers and trans- 
mission equipment with exception- 
ally low noise to get maximum 
results from the inherent signal-to- 
noise ratio of magnetic film. The 
circuit has three amplifiers: two 
microphone pre-amplifiers and one 
main recording amplifier. 

Each of the systems, fixed studio 
or portable, for 35, 1744 or 16mm 
magnetic film, includes two dy- 
namic microphones, a microphore 
floor stand, a 2-position mixer- 
transmission unit, a magnetic re- 
cording machine containing the 
power unit and auxiliary equip- 
ment, a complete set of spare glass- 
ware and fuses, and interconnect- 
ing cable for operation from single 
phase, 50 or 60 cycles 115 volt 
power source. The magnetic re- 


Westrex Series 1100 Recorder 


corder also can be supplied for 
operation from a three-phase, 50 or 
60 cycle synchronous motor, an in- 
terlock motor, or a multi-duty com- 
bination 220 volt, three-phase syn- 
chronous or 96 volt DC control 
motor. The Davis flutter suppressor 
is used. 

The mixer-amplifier is a small 
portable unit containing all the am- 
plifiers and equalizing transmission 
equipment and has two microphone 
input positions, each with mixer 
control and dialogue equalization. 
There is a high precision volume 
indicator besides high-quality low 
impedance headset monitoring for 
either direct or magnetic monitor- 
ing from the magnetic monitoring 
head in the recording machine. The 
complete system weighs 175 pounds. 


SMPTE PROCEEDINGS: 


(CONTINUED FROM PAGE 10) 


auditory perspective, by H. G. Ko- 
brak, M.D., University of Chicago. 

Motion Picture TECHNIQUES 

Motion picture techniques were 
the subject Monday evening, with a 
paper on the processing of 16mm 
Kodachrome, by W. Hedden, T. 
Weaver and Lloyd Thompson of the 
Calvin Co.; duplication of color 
images with narrow band filters, 
R. J. Ross, National Film Board of 
Canada; operation of a small studio, 
Morton H. Read, Bay State Film 
Productions; the independent frame 
technique of J. Arthur Rank, by 
Lt. Col. G. R. Stevens, London; and 
current arc lamp lighting, by W. J. 
Benham, RCA Victor. 

The convention’s opening session 
was on film and processing, with 
papers by Edgar E. Berger and 
F. L. Bray of Du-Art Film Labora- 
tories, L. Katz and W. Esthimer of 
Ratheon Mfg. Co., H. E. Hewston 
of U. S. Naval Ordnance, and W. G. 
Hill of Ansco. 


Day On TELEVISION 
All Tuesday sessions were given 
to television, with the afternoon 
meeting at the Bell Telephone Lab- 
oratories in Murray Hill, N. J. 
Thursday forenoon’s papers were 
for the most part on theatre light- 

ing and production techniques. 
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RCA Names John J. Dostal 


as Sound & Visual Manager | 


* The appointment of Joun | 
J. Dostat as sales manager | 
for RCA Sounp anp VisvaL | 
Propucts has been confirmed | 


by A. R. Hopkins, General 
Sales Manager of the RCA 


Engineering Products Depart- | 


ment. 


Since 1948, Mr. Dostal has | 
been manager of field sales | 


for the Visual Products Sec- 
tion of the department. For- 
merly associated with Sound 
Scriber Corporation, Hart- 
ford, Conn., he has served as 

a captain in the U. S. Army 
Signal Corps during World 
War II. In recent years he 
has been particularly active 
in the visual field. His dy- 
namic sales training presenta- 
tions have been outstanding 
features of recent National 
Audio Visual Association re- 
gional and national gather- 
ings and he is chairman of 
the board of governors in 
charge of NAVA’s Sales In- 


stitute at Indiana University. | 


Far East Command Veteran 
Addresses DeVry Employees 


* “Our Korean war bases are 
almost totally devoid of any 
form of entertainment for our 
troops with the exception of 
motion pictures,” declared 
Captain C, W. Hurr, execu- 
tive officer of the Photo- 
graphic Division of the Far 
East Command in an address 
to more than 450 Chicago 
employees of the DeVry Cor- 
PORATION on May 14. 

“Training films used out 
there are saving the lives of 
American boys as well as 
those of our allies every day. 

Huff, who was flown to 
Chicago from Washington for 
the event, has just returned 
for a 30-day special mission 
and has been in the Far East 
for the past 16 months. His 
visit was especially made to 
the DeVry plant because the 
firm is heavily engaged in 
production of the new JAN 
(Joint Army-Navy) equip- 
ment now replacing other 
types of motion picture pro- 
jection equipment in the 
armed services. 


The Long Awaited, ee 


since color. 


* Simple system for sound recording. 
Single-knob tuning, easy to operate. 

* Finished film runs on any standard 
lémm projector. 

* Turret front holding three C mount 
lenses. 

* 200-foot outside 
magazines for day-light loading 


Bnd. 


*A optical to 

match 15mm, 25mm, and 
75mm lenses. Parallax adjust- 
ment. 

* Geared footage meter. 

* Sturdy, light-weight-aluminum 
body with all werking parts 
made of either stainless steel 
or brass. 


THE 


MORTON 
SOUNOMASTER 


16 MM Sound-On-Film Camera 
for INDUSTRY and COMMERCE 


The Morton Soundmaster is the product of 
over five years intensive research, design, and 
engineering. In it have gone all the proven 
features in electronics and sound engineering 
that are resultant from wartime and postwar 
advances. A sound camera designed primarily 
for amateur rather than professional use. Its 
simplicity of operation, versatility, durability 
and remarkably low price combine to make 
it the greatest innovation in motion pictures 


* Completely battery operated for use 
indoors or ovt with NO OTHER 
SOURCE OF POWER NEEDED. 

* Amplifier and batteries self-con 
tained in a single case. 

* Variable density sound-recording 
system. 

* Film costs exactly the same as those 


Complete with 


COMMERCIAL PRODUCT 
DEMONSTRATION 


INDUSTRIAL TRAINING 


86 SOUTH SIXTH STREET 
MINNEAPOLIS 2, MINNESOTA 


GERALD BLANK 
194-60B 64th Ave. 
Fresh Meadows, L. I., N. Y. 
JA 6-4220 


PRESENTATIONS, TREATMENTS, 
COMPLETE SHOOTING SCRIPTS 


TE 8-7174 


* The Third Edition of The Index of Training 
Films, widely-used and authoritative reference able. 
listing all free-loan, rental and low-cost purchase 
sound films and slidefilms available for industrial 


THIRD EDITION OF THE INDEX OF TRAINING FILMS NOW AVAILABLE 
training and vocational classroom use is now avail- 
Nearly 2800 titles are listed, together with 
complete sources. THE INDEX lists at only $2.00. 
Order today from Business Screen, Chicago 11. 
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Vincent L. HERMAN 


Vincent Herman Heads New TV 
Department of Jam Handy in N. Y. 
* Vincent L. HERMAN, a director 
of THe Jam Hanoy ORGANIZATION 
for many years, has been appointed 
vice president in charge of tele- 
vision operations. 

A New York television depart- 
ment has been established, with 
separate production facilities there, 
to make TV commercials and filmed 
programs. 

Vice President Herman’s execu- 
tive staff has William Uskali as 
production executive and Frank 
Seaver account executive. 


Princeton Film Center Appoints 
Barlass General Sales Manager 

* Jack Barlass, named executive 
vice president and general sales 
manager of The Princeton Film 
Center, Inc., has been general pro- 
motion manager of the Meredith 
Publishing Company, in charge of 
public relations, the book sales de- 
partment and special consumer pro- 
motion projects. He will divide his 
time between Princeton, N. J., and 
New York City. 


Richard A. Walsh to Jam Handy 
* Ricuarp A. WALsH, now with 
the photoplays unit of THe Jam 
HanpY ORGANIZATION, has been a 
motion picture writer and director 
in Hollywood and for the armed 
forces. 


Dean Is Ideal's Chicago Manager; 
Young Succeeds Him in Atlanta 

* George E. Dean has been pro- 
moted to manager of the main office 
of the Ideal Pictures Corp., in Chi- 
cago, and Robert Young succeeds 
him in the Atlanta managership. 
Robert D. Faber, New “York man- 
ager, has returned after a year’s 
leave of absence. 

The Los Angeles office is now at 
2950 W. Seventh St., under the di- 
rection of Scott W. Hillam. In 
Oklahoma City the new address is 
136 N.W. 13th St.. and the Salt 
Lake City office has moved to 54 
Post Office Place. 
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Howard Johnson Heads M.P. Unit 
of U. S. Civil Defense Division 


* Howard R. H. Johnson, producer i 


and director whose films won 
awards in 1948 and 1949 at the 
Venice Film Festival, has been 
named chief of the motion picture 
branch of the Public Affairs Divi- 
sion of the Federal Civil Defense 
Administration. 

Johnson set up the Navy a-v 
training program in the Central 
Pacific in World War II and later, 
as a civilian employee of the Navy 
Photographic Center, he produced 
more than 40 motion pictures for 
training and public information, in 
the United States, Alaska and Pan- 
ama. He is a graduate of the Uni- 
versity of Vermont. 


Golden Names Burrows Consultant 
* Lincotn V. Burrows of the 


EastmMaAN Kopak Company has 
been selected by Nathan D. Golden 
to be consultant to the NPA Motion 
Picture-Photographic Products Di- 
vision. Burrows, who in World 
War II headed the photographic 
section in WPB’s consumers durable 
goods division, is to advise the 
Golden group regarding sensitized 
film, motion picture and photo- 
graphic products. 


Tom Curtis to Jam Handy, Chicago 
* Tom R. Curis, formerly vice 
president of the ATLas Firm Cor- 
PORATION, has joined THE Jam 
Hanpy ORGANIZATION as motion pic- 
ture consultant for the Chicago area. 
Besides production experience with 
the Columbia Pictures Corporation, 
Curtis saw service for three years in 
the U. S. Army Signal Corps film 
studio. 


Producers of Sine 
Motion Pictures 


Since 1910 


FRENES 
COMPANY 


1909 BUTTONWOOD STREET 
PHILA. 30, PA. Ritrennouse 6-1686 


35MM - 16MM 
COLOR -B&W 
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ELuiott Pew ... heads sales for | 
Unifilms, N. Y. film producer. 


Ross Roy Names Harry Stalley 
Director of Creative Art Work 

* Advanced to senior art director 
of Ross Roy, Inc., Harry C. Stalley 
will direct all creative art work, 
and the department’s personnel, of 
the advertising agency. Stalley has 
been with the company a number 
of years. 


David Hubbell Succeeds Gates 

As Kodak's Director of Training 

N. Davin named direc- 
tor of training of the Eastman Ko- 
DAK CoMPANy, succeeds Allen B. 
Gates, who continues membership 
on the management staff as con- 
sultant on training to the general 
management. Gates was training di- 
rector for 20 years. 

The training section is being 
merged with the industrial relations 
department under Craig P. Coch- 
rane, director of industrial rela- 
tions. 

Hubbell was an associate profes- 
sor at Pennsylvania State College 
before he joined Eastman in 1926. 
He has been on the executive staff 
and assistant training director since 
1946. 


Audio & Video Representative 

H. Hazcett, appointed 
field representative in the Eastern 
Seaboard for the Aupio & VIDEO 
Propucts Corporation, will dem- 
onstrate a-complete line of profes- 
sional sound reproducing equip- 
ment and will act as liaison between 
the company and specialized indus- 
tries engaged in data and telemeter 
recording projects. 


Applebaum Returns “‘Home” 

* Louis Applebaum, composer, has 
returned as music consultant to the 
Canadian National Film Board, 
which he served as senior composer 
from 1942 to 1946. He will devote 
four months a year to the Board’s 
activities and continue with his 
work in radio, U. S. entertainment 
films, and composing. 
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Alexander Is Safety Council's 
Industrial Department Head 

* CuarLes F. ALEXANDER, now 
manager of the Industrial Depart- 
ment of the NATIONAL SAFETY 
CoUNCIL, was assistant general man- 
ager of manufacturing for the 
Cherry-Burrell Corp., where he also 
was coordinator of production meth- 
ods and defense contracts. 

In acquiring his experience in 
industrial production, engineering, 
foreman training and sales, Alex- 
ander also served two years as 
senior engineer with George Frye 
and Associates and ten years with 
the Buick Motor Division of Gen- 
eral Motors Corp. 

Pointing to the need of conserva- 
tion of manpower amidst the gear- 
ing of the national economy to 
defense effort. President Ned H. 
Dearborn of the Council said Alex- 
ander’s background fits him to head 
up the Council’s program for fur- 
ther reduction of industrial acci- 
dent losses, and added that “there 
are important segments of industry 
where accident prevention has re- 
ceived less attention than it de- 


” 


serves. 


Benavie Addresses Purdue Clinic 


* Techniques of applying music to 
industrial motion pictures were dis- 
cussed by Samuel J. Benavie, direc- 
tor of music for THE Jam Hanpy 
ORGANIZATION, at a Purdue Univer- 
sity Clinic April 14-16 on music 
for better living, on and off the job. 


B & H Magazine Camera Record 
* Completion of manufacture of its 
250,000th 16mm magazine camera 
is being observed by the Bett & 
Howe t Co., 7100 McCormick Rd., 
Chicago 45, Ill, with special prices 
for both the Auto Load and the 
Auto Master models. Formal pres- 
entation was made by R. L. Chyr- 
chel, works manager, at a meeting 
of executives in the home of Presi- 


dent C. H. Percy. 


Sherman Handles Norse Films 
* At SHERMAN, named United 


States distributor of all Norwegian 
Government films, has opened of- 
fices at 1612 Wisconsin ave., 
in Washington, D. C. 


NW, 


You can buy titles for less than 
KNIGHT QUALITY sells for, but 
you cannot get greater value at 
any price. That's why our titles 
cost less in the long run. 


THE KNIGHT STUDIO 
341 E. Ohio Street, Chicago 11, Ilinois 


Davies at Princeton Film Center 
* Epwarp A. Davies, who has 
headed his own television film pro- 


ducing company, has joined THE | 
Princeton Center, INc., as | 


middle Atlantic district sales man- 
ager. 


TELEVISION TALK 


one for Low Budget TV Spots 

* A studio at Byron, Inc., in Wash- 
ington, D. C., has been equipped 
with a pre-set microphone and per- 
manently placed lighting fixtures 
for low-budget TV sound filming 
service, to news commentators, con- 
gressional reporters, political speak- 
ers and TV advertisers. A one- 
minute sync-sound spot, edited and 
complete, is delivered for $25. 
First in Melchior TV Series Shot 
@ A series of 13 half-hour TV 
musicals for fall release, the first of 
which has been completed by Lau- 
ritz Melchior and Mrs. Melchior, 
will be produced on film by Sarra, 
Inc. The series will be sold for 
regional sponsorship. 
TV Spots in Department Store 
* Television films made in a de- 
partment store marked the fur stor- 
age campaign of Sterling-Lindner- 
Davis of Cleveland, unit of Allied 
Stores Corp. Three TV stations 
shared 17 sound-on-film spots. 
Television in the Everglades 
* A cast of 17 professional players 
has been in the Everglades of 
Florida shooting Call of the Ever- 
glades for television release. 
Zenith Claims Phonevision Success 
* Concluding first test phase of 
Phonevision, Zenith Radio officials 
point to high percentage of paid 
“attendance” and claim a success- 
ful demonstration. 


Retakes--Develop Your 
| Anybody can run it! 


|| BRIDGAMATIC costs little 
more than old-fashioned, cum- 
bersome, slow acting rack 
|| and tank processing meth- 
|| ods. This low cost automatic 
|| film developing machine 

your 


negatives. 
up your entire pro- 
| duction routine. Straight 16mm 
|| or 16/35mm combination mod- 
|| els, negative/positive or re- 
| versal up to $5795 plus tax. 
| Develop and dry ready for 
showing your own spot news- 
reel same day events occur. 
|| TV stations, small labs., edu- 
cational institutions, film pro- 
| ducers, microfilmers have 
proven BRIDGAMATIC in the 
field for several years. 
| 
| 
| 


precious 


BRIDGAMATIC 216 B, positive film 
per hour $2495 plus tax 
(without extras) 


Completely self contained speed 1800’ 
| with patented overdrive, air 
| steel tanks No special sl! BRIDGAMATIC JR. $1000 

~attach for smati tabs. positive film speed 600 per hour 


| rubber coe and plug in. 


AGENTS FOR: Acme Animation, Blue Seal Recorders, Depue Printers, Feariess Dollies, 
|| Auricon lémm line, Magnegrem Synchronous View. 


Kinevo: Synchronous 
iTeMs AVAILABLE ON TIME PAYMENTS. 


CINEMA SUPPLY CORP. 


DONT WASTE FILM STOCK: 


on U. 


11, Illinois. Orders filled while supply lasts. 


FEW COPIES REMAINING OF “PRODUCTION REVIEW” ISSUE 


* From the large over-run of the recent Business SCREEN annual report 
S. and Canadian “Production Resources” (Issue Two, 1951) a 
few copies remain for single copy sales to sponsors and agencies. Send 
mail or telegraph orders at One Dollar per copy, postpaid, to the Chi- 
cago Office of Publication, Business Screen, 150 E. Superior, Chicago 


A Quartet of Orchids... 


Films we wrote in 1950 have been honored by . . . 
x THE EDINBURGH INTERNATIONAL FILM FESTIVAL 

%& THE VENICE INTERNATIONAL FILM FESTIVAL 

& THE COMMITTEE ON FILMS FOR SAFETY 

& THE AMERICAN MEDICAL ASSOCIATION 


Scripts By Ocevetle Granduccs 


709 ATLANTIC BLDG. *% 930 F STREET NW =WASHINGTON 4,0.C. * 
* IN NEW YORK, ENTERPRISE 6535 * 


THE COMPLETE FILM WRITING SERVICE 
GUARANTEED ACCEPTABILITY 


EXECUTIVE 5941 
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COMPLETELY 


SOUND 
RECORDING SERVICES 
now available to producers of 


16 mm Business—Educational— 
and Religious Films. 


SYNCHRONOUS 4" MAGNETIC 
TAPE RECORDING CHANNEL 


16 mm MAGNETIC FILM 
RECORDING CHANNEL 


16 mm MULTIPLE TRACK DIRECT- 
POSITIVE RECORDING CHANNEL 


SIX CHANNEL MIXER 
FOR RE-RECORDING from 

Magnetic Tape— Magnetic 
and Photographic 16 mm Films, 
Synchronous Disc Recordings. 


GEO. W. COLBURN 
LABORATORY, INC. 


Edge- Numbered Work Prints — Color Masters — 
Duplicate Negatives — Release Prints 


TAPE 


PHONE. INDEPENDENCE 3.2100 
Write for Booklet PS 7 about Fair- 
child Pic-Syne Tape Recorder. 


My name 


Compan) 


General Electric Previews New 
Picture On Advantages of 
Recreation Programs 


* Many national civic clubs are participating in 
the General Electric Company's film-sparked 
civic improvement program for development of 
community recreation, co-sponsored by the Na- 
tional Recreation Association. 

The sound motion picture, A Chance to Play, 
which is being distributed to community and 
educational organizations, is the most recent 
in the company’s More Power to America series. 
The 20-minute production was made by the March 
of Time under the technical supervision of the 
association. The kit is purchasable at a repro- 
duction cost of $37 by industrial and civic 
groups but the film is available on a one-time 
loan basis through the nearest General Electric 
sales office.* ; 


Benerits SHown By Many EXAMPLEs 

The manifold benefits of more playtime and 
better recreational facilities to the individual, 
industry and the nation provide the theme of 
the motion picture. Supported by scenes shot 
from coast to coast the production proves pic- 
torially its point that municipalities, by their 
lack of foresight, are missing a readymade op- 
portunity to reduce traffic accidents, cut down 
delinquency and crime, and to build the moral 
and physical health of the community, adults as 
well as youngsters. 

In outdoor night scenes the production brings 
out the cooperation of progressive industrial 
companies in providing and maintaining lighted 
playing fields for employees, for experience has 
taught them, just as have the lunch hour film 
programs, that recreation in the off-hours helps 
the worker to do a better job, develops team 
spirit, and decreases accidents and absenteeism. 

Final scenes emphasize that improvement of 
the recreational facilities of America is a re- 
sponsibility of civic leaders, and that every citi- 
zen should participate. 

An authoritative manual, “Recreation Is Ev- 
(CONTINUED ON PAGE FIFTY) 


*General Electric Co., Visual Instruction Section, 1 River 
Rd., Schenectady 5, N.Y. Branch offices: 920 S.W. 6th Ave.. 
Portland, Ore.; Department of Visual Instruction, U. of 
California, Berkeley, Calif.; 235 Montgomery St., San Fran- 
ciseo, Calif.; 212 N. Vignes St., Los Angeles, Calif.; 200 S. 
Main St., Salt Lake City, Utah; 650 17th St., Denver, Colo. ; 
1801 N. Lamar St., Dallas, Texas; 4966 Woodland Ave., 
Cleveland, Ohio; 187 Spring St., N.W., Atlanta, Ga.; 1405 
Locust St., Philadelphia, Pa.; 570 Lexington Ave., New York 
City; 140 Federal St., Boston, Mass.; 840 S. Canal 5t., 
Chicago, I) 


TEACHERS 
LECTURERS 
DEMONSTRATORS 
| No more wooden stick 
pointers! Use the Optical 
Pointer up to 20 ft. from 
screen. 


POSTAGE 


: 


Bright Vee of light clearly points 
out subject matter on screen! 
Bright light! Light weight! Fits 
your hand! Send check or money 
order today! PATENT 


DEALERS INVITED PENDING 
PENBERTHY INSTRUMENT COMPANY 


Dept. 14, 666 Adams St#., Seattle 8, Washington 


This Mode/ 119 
Compco reel in the 
new 600 ft. (16mm.) 
size holds a complete 
15-minute sound or 
25-minute silent program. It is clearly 
marked with scales for footage and for 
running time in minutes . . . is durabl 
made of high grade tempered socal. 
finished in scratch-resistant, baked-on 
hammertone gray enamel . . . and has 
the exclusive “Compco Clip’ chat 
makes threading fast and easy, even in 
the dark! Model 120 Film Can fits this 
reel. Fibre Shipping Cases also avail- 
able. Write for catalog. 


For 16mm. Film — 400" to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


| | | NEW 16 mm 
| 
| REEL 
| Va 
WITH 
EXCLUSIVE 
| / COMPCO CLI 
| wows 
COMPLETE 
PR 
164 NORTH WACKER DRIVE, CHICAGO 6, ILLINOIS 3 
2251 W. St. Pout Ave, CORPORATION 
| | ote 
| feconome ovement 
— 4 | 
SYNCHRONOUS DIS | | 
SYNCHRONOUS | | | | 
RECORDING EQUIPME iT 
} 
f 
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original FIBERBI|]| this | 
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Their “Gadgets” Help Make Better Films 


* Super-“gadgets”—four floors of 
them designed and made by the 
company to meet special needs of 
its customers and each a model of 
compactness—that’s the mind’s eye 
picture we carried away from a 
visit to the Geo. W. Colburn Lab- 
oratory, Inc., beehive of printing, 
recording and title-making, in Chi- 
cago. 

Though he still was digging his 
way out of the pileup of business 
that accumulated during his attend- 
ance at the New York spring 
meeting of the SMPTE, before 
which he had described his new 
equipment for editing quarter-inch 
synchronized magnetic tape, George 
Colburn conducted us on a one- 
man tour of the establishment 
which he operates with three broth- 
ers, Bob, John and Francis, at 164 
N. Wacker Drive. 

Active in SMPTE Arrairs 

It's axiomatic that the busiest 
folk take on additional jobs and 
do them effectually. That must be 
true of Colburn, for he somehow 
finds time to be chairman of the 
Central Section of the SMPTE and 
for years was its secretary and 
treasurer. 

When we mentioned the compact- 
ness that characterized the many 
special devices he showed us, Col- 
burn in the genial, affable and 
quiet way of his 47 years smiled 
something about having learned the 
value of space in a basement. 

And that’s where the story of the 
laboratory starts—in the basement 
of his home at 7228 N. Clark 
street, in 1932 (though the “yen” to 
work with projection of films was 
being exercised years earlier, as the 
illustration proves). The first op- 
erations of Colburn’s “company” 
were severely restricted to making 
enlargements from 9!smm to 16, 
but that limitation wasn’t to be for 
long. When 8mm film came out, he 


THE STORY OF CHICAGO’S COLBURN LABORATORY 


began making reductions from 16 
to 8, but orders were arriving be- 
fore he could get the attachment 
ready for his printing machine. 

Bob, the youngest brother, was 
working in a knitting mill in Min- 
nesota. When the mill offered him 
the job of night foreman, at a raise 
of $17 a month for the new respon- 
sibilities, he decided that was not 
for him. George and Mrs. Colburn 
had saved $300 for a long-cher- 
ished trip to California, so Bob 
came in to take over. That was in 
1935. The following spring the 
firm took space in the Merchandise 
Mart. Brother John, who was try- 
ing to work his way through col- 
lege, joined the brothers at this 
time. George, in addition to the 
print service, had been operating a 
poster service at the Palace theatre. 
When Snow White was billed in for 
eight weeks, goodby poster work 
for the period, so he sold that 
business and went wholly into the 
laboratory activity. 

The space leased in the Mart was 
not exactly pretentious. In the one 
room, 5 feet wide by 12 long and 
8 high, the Colburns were making 
print enlargements and reductions 
from a number of film sizes and 
doing some title work. Came Koda- 
chrome in 1936 and the laboratory 
was printing duplicates almost as 
early as the original film entered 
the field. Some sound still opera- 
tion also was undertaken. The 
adjoining room was obtained and 
the wall broken through to provide 
the first Colburn studio. 


Business Is ON THE Move 


George was busy building more 
printers and processing machines 
as the orders multiplied, and more 
space was taken. Then the Govern- 
ment moved into the Mart and 
wanted the entire floor. The build- 
(CONTINUED 52) 
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A SCRIPT SERVICE 


1830 JEFFERSON PLACE, N. W. 


NUMBER 3 VOLUME 12 


* WASHINGTON 6, D. C. 


1951 


Specializing in a creative 
approach to motion pictures. Production-wise 
shooting scripts and narrations on which spon- 
sors and producers can depend. 


SID ABEL—SCRIPTS 


* NATIONAL 8034 


Octagon case 
Crystal- Beaded 


Da-Lite Crystal-Beaded 
screen fabric and copy of 
helpful brochure “Planning 
for Effective Projection” 


When you put on your showing of 
business films—motion pictures, slides 
or filmstrips—do the job right—use a 


DA-LITE® 


CRYSTAL-BEADED 
SCREEN 


Its millions of tiny crystal beads give 
your pictures theatre-quality brilliance 
and sharpness . . . (about 200% to 
500% brighter than on a wall, sheet or 
makeshift screen). The greater light 
reflective quality of the Da-Lite Crystal 
Beaded surface brings out all the de- 
tails and fine gradations of tone and 
color that the camera has captured. 


Your supplier has Da-Lite Screens in 
sizes and styles for every need. Ask for 
a demonstration. 


The Screens EXPERIENCE Built 
—famous for quality since 1909 UX 
DA-LITE SCREEN COMPANY, INC 
2703 N. Pulaski Road Chicago 39, Illinois 
Please send FREE. of Da-Lite Crystal- Beaded 


screen fabric and your brochure “Planning for Effec- ! 
tive Projection.” 


Name.. 
Firm Name 


4. 
Address 


SALES - SERVICE .- RENTALS 


35 mm. ¢ 16 mm. 


CAMERAS-MOVIOLAS-DOLLYS 
_ Complete Line of Equipment for Production Available for Rental 
Mitchell: Standard - Hi-Speed - - NC - BNC - 16 

ae Bell & | Howell: Standard - Shiftover - Eyemos 
Maurer: 16 mm. Cameras 
: Editing Machines - Synchronizers 
SPECIALISTS IN ALL TYPES OF CAMERA REPAIR WORK. LENSES MOUNTED 


FRANK C. ZUCKER 


(x amern EQuipment 


1600 


MEW YORK CITY 


REACHING THE “BLUE CHIPS” OF BUSINESS FILMS | 


| © For more than a decade, BUSI- 
NESS SCREEN has been the one 


national business journal serving 


| the special interest Of large and 


small business firms utilizing the 
full range of audio and visual tools 
for training, selling, and other 
purposes. 8,000 copies this issue. 


. 
| Mie: 
© 
| 
— 
De Luxe ® | 
Challenger 
picture surface oe 
Lightweight At leading P 
easy to corry AN deolers 
everywhere 
Seren 
why Three opoav® 
A. non 
21008 
0. 
ness: 
— 
_ 
OO 
| | | 
49 


GE Shows New Recreation Film: 


(CONTINUED FROM PAGE FORTY-EIGHT) 


MOTION PICTURE AND TELEVISION 
PRODUCTION EQUIPMENT 


ARRIFLEX HEADQUARTERS 
Direct Factory Representatives 
Arriflex 35mm Handcamera, model II. 
Built-in 12 volt motor and tachometer. 
Three matched Zeiss T-coated lenses. 
200° or 400° magazines available. 
Immediate Delivery. 


ARRIFLEX BLIMP and SYNC MOTOR 


Geared follow focus control. 
Reflex viewing through the lens. 
Soundproof and lightweight. 
Tripods and baby tripods with specially de- 


erybody’s Business,” is one of four components | 
of the campaign kit. It is designed to help com- | 
munity leaders plan their campaigns and takes 

| up questions of organization and institution of 

| the program, budget problems, and the experi- 

| ences of other cities. 

An interestingly laid out and illustrated bro- 
chure is “Industrial Recreation Is Good Busi- 
ness”, which states at the outset that 20,000 
| companies are spending $450,000,000 a year to 
| give their 24,000,000 employees better play fa- 
signed removable head in bayonet mount. cilities. The booklet is replete with suggestions 
All spare parts and gears available. | for playground activities and the physical as- 


COLORTRAN LIGHTING EQUIPMENT 


| pects of acquiring and laying out facilities. 
“750" Watt unit — three spots, one broad, 


stands, converter, cases; equivalent to 3000 
watts on less than 15 amps. 
“2000" Watt unit — two light heads and 
stands, converter, case; equivalent to 4000 
watts on less than 20 amps. .. $180.38 
“5000” Watt unit — two light heads and 
stands, converter, case; equivalent to 10,000 
watts on less than 30 amps. $230.00 } 
GRIP EQUIPMENT for good lighting con- 
trol, three gobos, five flags, case._.$122.00 | audiences and providing a 14-question evalua- 

Immediate delivery on all units. | 


OrHeR MATERIALS IN THE Campaicn Kirt 

In “The Manual of Floodlighting Plans” are 
presented 63 ways to facilitate night outdoor 
sports. General Electric’s Illuminating Labora- 
tory prepared the plans. 

The fourth item is the 


FILM STRIP 
CABINET 


@ Six drawer all steel cabinet 
@ Holds over 336 of the 1'/2" cans 
a leaflet scorecard for distribution to community 


“Audience Handout,” 


Individually indexed 
Adjustable dividers for larger 


tion of the community's recreational rating. rolls 
os GET COLOR RIGHT WITH COLORTRAN LIGHT. y 6 © Olive gray enamel, baked on 
bi CAMART CAMERA CAR Lack or Factuities Cause or Crime WRITE FOR CATALOG 116—Com- 
CAMART TV MIKE BOOM © CAMART TRIPOD plete line 16mm film filing and 
4 Statisticall 
te cow 1988 atistically the film and manuals pin their 


handling equipment. 
Nou made PRODUCTS CORP 


NEW YORK 18, N.Y 


MART MESSAGE 


THE CAMERA MART Inc. 


case to some illuminating facts. Shortage of 
playgrounds contributed in one year to injuries 
to 50,000 children playing in the streets, with 
800 fatalities. While only 2,500 of 16,000 mu- 
nicipalities have organized recreation services 
(only one-eighth of the recreational workers are 
employed full-time), arrests for crimes increased 
nearly 50 per cent in 10 years and most were 
committed by individuals 21 years old and 
younger. In two years after opening supervised 
playgrounds, delinquency declined 70 per cent 
at Anaheim, Calif. Rejections for military serv- 


ice in World War II totaled three and a half 


Products advertised in these pages repre- 
sent the “blue chips” of the audio-visual 
industry and merit your full patronage. 


WORLD-WIDE SERVICE 


16 


KODACHROME 


q million young men. In Chicago Col. Theodore are 
4 PRINTING MASTERS P. Bank, sealant of the Athletic Institute, a Ansco Color type 236 duplicating 
pointed out that the necessary speeding up of B& Wand coler work 
| With Special Effects basic trainees currently does not permit suffi- | @ Black and white printing 
— cient time for physical training through sports | @ Rushes — 3 hour service 
a 4 35mm B&W Negatives and recreation programs and it’s up to the com- 


@ Sound track processing 


: Enlarged from 16mm Originals munities to do something about it. @ Negative processing 


Py _ Eprror’s Note: For details concerning the film © Reversal p ing 
@ Dupe negatives 


35mm Color Theatre Prints program of The Athletic Institute and other 

Enlarged From available sports films, consult THe Sports Fim 
lémm Kodachrome Originals Gutpe, a Business Screen Guipe publication 
| available from this source. FISCHER PHOTOGRAPHIC LABORATORIES 
1729 N. MOBILE AVENUE CHICAGO 39 
16mm-35mm Specialized 


LAB SERVICES 


Special Effects } 
Dissolves @ Montages 
Superimposures 


SOUND RECORDING 


at a reasonable cost 
High fidelity 16 or 35. Quality 
guaranteed. Complete studio and 
laboratory services. Color printing 
and lacquer coating. 


Pick the PERFECT POINTER up and “presto” a 
Frame Sequence Alteration brilliant point appears on the screen . . . No 
fumbling in the dark for a switch (there isn't “any) 


. Place the PERFECT POINTER back on the 
FILMEFFECTS 


table and—off goes its light! It is: 
OF HOLLYWOOD | EASY TO HANDLE (weight 8 oz.) 
1153 N. Highland Ave., Hollywood 38, Calif. 


FITS ANY BRIEF CASE OR COAT 
Hollywood 9-5800 POCKET 


ALWAYS IN FOCUS 


FOR TV 
35mm B& W o Coles Files 
Riduced to 


LOW IN COST 
ECONOMICAL TO MAINTAIN 
$20.00 POSTPAID (quantity discount) 


THE PERFECT POINTER 
760 TUCKAHOE RD. = TUCKAHOE, N. Y. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., Cleveland 3, Ohio 
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EASTERN STATES 


CONNECTICUT 


Rockwell Film & Projection 
Service, 182 High St., Hartford 5. 


Eastern Film Libraries, 148 Grand 
Street, Waterbury 5. 


¢ DISTRICT OF COLUMBIA ¢ 


Jam Handy Organization, Inc., 
Transportation Bldg., Washing- 
ton 6. 


The Film Center, 915 12th St. 
N.W., Washington. 


The Walcott-Taylor Company, 
Inc., 501 Mills Bldg., Washing- 
ton, 6, D. C. 


MARYLAND 


Robert L. Davis, P. 0. Box 572, 
Cumberland. 


Howard E. Thompson, Box 204, 
Mt. Airy. 


MASSACHUSETTS 


Bailey Film Service, 59 Chandler 
Street, Tel. 4-0214, Worcester 8. 


NEW HAMPSHIRE e 


A. H. Rice Co., Inc., 78 West Cen- 
tral Street, Manchester. 


NEW JERSEY 


Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J. 


e NEW YORK ¢ 


Association Films, Inc., 35 West 
45th Street, New York 19. 


Buchan Pictures, 79 Allen St., 
Buffalo. 


Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 


Comprehensive Service Co., 245 
W. 55th St., New York 19. 


Crawford & Immig, Inc., 265 W. 
14th St., New York City 11. 


The Jam Handy Organization, 
Ine., 1775 New York 


Ken Killian Sd. & Vis. Pdts. 
P. O. Box 364 Hempstead, N. Y. 


Mogull, Film and Camera Com- 
y, 112-114 W. 48th St., New 
ork 19. 


Paromel Co., 40-18 Astoria Blvd., 
South, Long Island City 3. 


Jack Patent, 13 East 37th Street, 
New York 16. 


S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 


Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 


United Specialists, Inc., Pawling. 
Visual Sciences, 599BS Suffern. 


e PENNSYLVANIA ¢ 
Jam Handy Organization, Inc., 
930 Penn Ave., Pittsburgh 22. 


J. P. Lilley & Son, 277 Boas St., 
Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


RHODE ISLAND 


Westcott, Slade & Balcom Co., 
95-99 Empire St., Providence 3. 


WEST VIRGINIA 


jJ. G. Haley, P. O. Box 703, 
Charleston 23. 


Pavis, Inc., 427 W. Washington St., 
Phone 2-5311, Box 6095, Station 
A, Charleston 2. 


United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 
Theatre Service & Supply Co., 


Phone 24043, Box 1389, Hunting- 
ton, 


SOUTHERN STATES 


ALABAMA 


Stevens Pictures, Inc., 506 Eight- 
eenth St., North, Birmingham. 


FLORIDA 


Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


USE THIS DIRECTORY TO LOCATE THE BEST IN 


NUMBER 3 + VOLUME 12 * 1951 


A NATIONAL .DIRECTORY OF VISUAL EDUCATION DEALERS 


Southern Photo and News, 608 
E. LaFayette St., Tampa. 


GEORGIA 


Colonial Films, 1118 W. Peachtree 
St., N.W., ATwood 7588, Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


LOUISIANA ¢ 


Stanley Projection Company, 


y 
211% Murray St., Alexandria. 
Stevens Pictures, Inc., 1307 Tu- 
lane Ave., New Orleans. 


Stirling Visual Education Co., 
1052 Florida St., Baton Rouge. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 13. 


HarFilms, Inc., 600 Baronne St., 
New Orleans. Since 1915. 


MISSISSIPPI 


Herschel Smith Company, 119 
Roach St., Jackson 110. 


Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 


TENNESSEE 


Southern Visual Films, 687 
Shrine Bldg., Memphis. 


Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 


ville. 


VIRGINIA ¢ 


Capitol Film & Radio Co., Inc., 
19 W. Main St., Richmond 20. 


National Film Service, 202 E. 
Cary St., Richmond. 


Tidewater Audio-Visual Center, 
617 W. 35th St., Norfolk 8, Phone 
51371. 


ARKANSAS 


Democrat Printing and Litho- 
graphing Co., Little Rock. 

Grimm-Williams Co., 115 W. 
Sixth Street, Little Rock. 


MIDWESTERN STATES 


ILLINOIS 
American Film Registry, 24 E. 
Eighth Street, Chicago 5. 


Association Films, Inc., 79 East 
Adams St., Chicago 3. 


EQUIPMENT, FILMS AND PROJECTION SERVICE 


Jam Handy Organization, Inc., 
230 N. Michigan Ave., Chicago 1. 


Midwest Visual Equipment Co., 
6961 N. Clark St., Chicago 26. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 


INDIANA ¢ 


Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


IOWA 


Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, Iowa. 


Ryan Visual Aids Service, 409-11 
Harrison St., Davenport. 


* KANSAS-MISSOURI 


Kansas City Sound Service, 1402 
Locust St., Kansas City 6, Mo. 


Erker Bros. Optical Co., 610 
Olive St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


MICHIGAN 


Engleman Visual Education 


Service, 4754-56 Woodward Ave., 
Detroit 1. 
Jam Handy Inc., 


Organization, 
2821 E. Grand Blvd., 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


MINNESOTA ¢ 


National Camera Exchange, 86 S. 
Sixth St., New Farmers Mechanics 
Bank Bldg., Minneapolis 2. 


OHIO « 


Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati. 


Academy Film Service Inc., 2300 
Payne Ave., Cleveland 14. 


Carpenter Visual Service, Inc., 
13902 Euclid Ave., East Cleveland 
12, Ohio. 


(CONTINUED ON NEXT PAGE) 
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Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 


Sunray Films, Inec., 2108 Payne 
Ave., Cleveland 14. 


Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 


Twyman Films Ine., 400 West 
First Street, Dayton. 


M. H. Martin Company, 50 
Charles Ave., S. E. Massillon. 


© WISCONSIN 


R. H. Flath Company, 2410 N. 3d 
St., Milwaukee 12. 


¢ CALIFORNIA ¢ 


Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 


Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 
wood 28. 


Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 


Ralke Company, 829 S. Flower St., 
Los Angeles 17. 


Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 


Association Films, Inec., 351 Turk 
St., San Francisco 2. 


Cc. R. Skinner Manufacturing 
Co., 292-294 Turk St., San Fran- 
cisco 2. 


COLORADO 


Ilome Movie Sales Agency, 28 EF. 
Ninth Ave., Denver 3. 


OKLAHTIOMA 
Vaseco, 2301 Classen, Oklahoma, 
City 6. 


H. O. Davis, 522 N. Broadway, 
Oklahoma City 2. 


Kirkpatrick, Inc., 1634 S. Boston 
Ave., Tulsa 5. 
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LOCAL AUDIO-VISUAL SUPPLIERS 


THE PRECEDING 
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OREGON 


Moore’s Motion Picture Service, 
306 S. W. Ninth Ave., Portland 5. 


TEXAS 


Association Films, Ine., 1915 Live 
Oak St., Dallas 1. 


Audio Video, Inc., 4000 Ross Ave., 
Dallas 4; 1702 Austin Ave., 
Houston. 


George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 


Capitol Photo Supplies, 2428 | 


Guadalupe St., 
Austin. 


Phone 8-5717, 


UTAH 


Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 


CANADA 


Audio-Visual Supply Company, 
Toronto General Trusts Building, 
Winnipeg, Man. 


FOREIGN 


Distribuidora Filmica Venezo- 
lana De 16MM., S.A., Apartado 
706 Caracas, Venezuela, S.A. 


* * 


Qualified Dealers Invited 

to Appear in This Listing 
* If you are a specializing audio- 
visual dealer or distributor, you are 
invited to apply for listings in the 
National Directory pages of Bust- 
Ness ScrREEN. A nominal service 
charge is made for each acceptable 
listing. 


Application form sent on request. 
Listings in these pages are subject 
to cancellation if products or serv- 
ices are below the minimum stand- 
ard set by the Editors and reported 
by users in this field. We invite 
reader participation and patronage. 


The Colburn Story: 


(CONTINUED FROM PAGE 49) 


ing management paid the expenses 
of transferring the company to an- 


' other floor and laying out the lab- 


oratory to Colburn specifications. 

At that time the concern was per- 
forming 70 different kinds of oper- 
ations, chiefly printing, reversals, 
tinting and toning (90 to 95 per 
cent of the laboratory's business 
today is with color film), enlarge- 
ments, reductions, editing, title- 


| making, recordings, and a little 


photography on outside work on a 
time and material basis. But the 
company stayed away from produc- 
ing. Five years ago they left the 
Mart when the lease ran out and 
they needed additional operating 
room. 

On the fourth floor at the Wacker 
address the Colburn corporation 
concentrates upon 35mm _ opera- 
tions, copying slidefilms and mak- 
ing quantity slides from larger 
material (a masking service is pro- 
vided for better control of prints). 
Here also are the shop for construc- 


| tion of printing equipment and 


other devices, also the offices and 
reviewing rooms. On the third 
floor, besides the main offices, are 
located record studios, art and ani- 
mation and editing rooms. The sec- 
ond floor houses the order writing 
and bookkeeping departments, 
printing and inspection rooms. The 
lower level floor has the shipping 
and storage facilities, chemical 
mixer, reversal machine, black and 
white positive and negative machine 


| and experimental developing facil- 


ities. Projection rooms have been 
set up adjacent to mechanical de- 
partments throughout to speed serv- 
ice. Approximately one-fourth of 
the overall operating space is for 
color printing. 


Macnetic Recorpinc CHANNEL 

The most recent addition is a 
quarter-inch magnetic tape record- 
ing channel for a small company 
doing its own sound recording, a 
magnetic recorder with soundhead. 
The tapes are transferred to film 
and the companies take them back 
and edit them. A new developing 
machine was constructed two years 
ago for speedup. Last year a De- 
Vry projector was built up by Col- 
burn to run picture and sound 
track simultaneously. The sound 
track can be advanced or retarded 
over a space of nine frames to 
check synchronization. Eight of 
these machines have been con- 
structed, two for the laboratory, the 
others for various producers. The 
combination was devised for the 
Colburns’ own use, but when pro- 
ducers saw it they wanted it too. 


Tinker Toys, a Mechano set, a 

Grand father’s gas stereopticon — 

George W. Colburn at 16, with his 
homemade projector. 


There was nothing else of the kind 
in the 16mm field. 

The editing machine which was 
the subject of the SMPTE paper 
was devised for measuring 14” syn- 
chronous magnetic tape in terms of 
16mm film in feet and frames for 
service purposes. The diameter of 
the driving drum is changed with 
a series of slip-on rings. 


TELEVISION DEMANDS SPEED 

The heavy influx of orders for 
television one-minute spot films 
posed a problem. Orders averaged 
2 to 6 prints, yet as many persons 
in the laboratory were involved as 
for handling 800 feet of Koda- 
chrome. Service was placed on a 
weekly basis: spots are assembled 
on Tuesday, the duplicate negative 
is made Wednesday, the transfer 
of sound from magnetic tape fol- 
lows and the answer print is ready 
Thursday, additional prints on Fri- 
day. The work is channeled through 
one man in the editing department. 
The laboratory has stuck to a meth- 
od of operation whereunder the 
original show is in either 16mm 
color or reversal from which a 
duplicate negative is made to get 
the best results. 

Requests for special work, how- 
ever, are received from every di- 
rection on the globe. We saw 
postmarks on envelopes from Rot- 
terdam, Holland; Caracas, Vene- 
zuela; Trinidad; Singapore; the 
Danish West Indies; Stavanger, 
Norway; Kobe, Japan; Bombay, 
India; Hamburg, Germany; from 
Trinidad, San Salvador, Hong 
Kong, Paris; from Spain, New Zea- 
land, Mexico, England, Ecuador. 

Oh yes, word of the Colburn 
Laboratory has gotten around. & 


| | 
| — 
| 
~ 
| WESTERN STATES 
| 
| 
| 


CUtUI- UUIICUL 


color-correct 
color-correct 
color-correct 
color-correct 
color-correct 
color-correct 
color-correct 
color-correct ONLY BYRON 


col or-correct 
color-correct TRADE-MARK EXCLUSIVE WITH 
color-correct byron 
color-correct 

color- correct 

color-correct 
color-correct 


color- correct 


24 hour service on answer prints 


Ze 
fete 
a) 
ONLY BYRON 
} 
nag 
| 
4 
| 


When pipe dreams come true, it’s a story worth 
telling. The Oklahoma Natural Gas Company tells 
the story of its early-day dreams come true for 

public service — and how they continue to develop — 


in a Kodachrome motion picture, “Pipe Dreams Come 


True,” produced by 
JAM HANDY 
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